ADVERTISER’S WEEKLY Ls FIGHT AGAINST RE-SALE PRICE 


THURSDAY, JUNE 21, 1951 


Registered at G.P.O. as a newspaper ™" MAINTENANCE BAN 


a iow ser’s 


Weekly © 


THE ORGAN OF BRITISH ADVERTISING 


eet 


PRACTICAL % 
ENGINEERING 


PRACTICAL oe oe 
TELEVISION s= Su gM RIDING 
; i * 


GARDENING 
Be ILLUSTRATED 


i 
t 

! ry, 

ee 
al 

Beat 

Bee: 

eee. 

; eel 

so , 

Y nx 
ea 
on 

; Sips, 

Bis! 

; ass 

mee: 

z Ee 
= 

5 Aa 

* 4 ue 
hs) 
he 

4 eon, 
Pe 

» 
Fe 
me 
> 

“ 

2 

¥ 

; 


WOMAN 
LONDON’S sad fe = HOMES AND 
at , 4 ced GARDENS 
MEN ONLY 


* 


LONDON 
OPINION 


pS ee een es 


Every hour, everywhere in Britain, people 
are influenced by @ NEWNES PUBLICATION 


STUART MANDER, ADVERTISEMENT DIRECTOR, GEORGE NEWNES LTD., TOWER HOUSE, SOUTHAMPTON STREET, LONDON, W.C.2. TEMPLE BAR 4363 (40 lines) 
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ADVERTISER'S WEEKLY 


TO THE 


LETTERS 


EDITOR 


Technical 


Advertising 


Sirn—Mr. Williams in _his 
article on Technical Advertisin 
gets right down to the roots 0! 
the subject. Much of what he 
writes is only too true. His state- 
ment that technical advertising 
has no organisation, is a minority 
and is unable to obtain a hearing, 
calls for some comment. 

Technical advertising, in point 
of fact, already has an organisa- 
tion, namely the LS.B.A. whose 
achievements in this field are far 
from negligible. 

The LA.M.A. also has a techni- 
cal committee, whose “first 
report” on technical advertising 1s 
the first piece of real research 
undertaken. That the Association 
did not favour the establishment 
of a separate technica] section in 
no way indicates that it is in- 
different. 

The three technical meetings 
referred to by Mr. Williams, when 
regarded in context, were good 
measure for London area meet- 
ings. When the meetings of the 
branches in the industrial centres 
are brought into focus a some- 
what different picture is visible. 

Organisationally the weak- 
nesses lie not with the advertisers 
but with the agencies and the 
Advertising Association. Even 
the Periodical Publishers’ Associa- 
tion has its technical section and 
has given some attention to the 
needs of technical advertising. 

Technical advertising has no 
difficulty in obtaining a proper 
hearing collectively or individu- 
ally when jit wants to say some- 
thing, the difficulty rests in the 
polite but indifferent listening of 
those addressed. There is perhaps 
an understandable reason for lack 
of agency enthusiasm, but there 
can be no excuse for the Adver- 
tising Association. 

Mr. Williams’s plea for a separ- 


ate organisation is far from speci- 
fic. Woes he envisage a body 
containing all those wao are en- 
gaged on technical advertising, a 
duplicate A.A. OF an organisauon 
composed entirely of technical 
adverusers, on similar lines to 
Say the British Direct Mail Ad- 
verlising Association? 

On the surtace it would appear 
undesirable to create yet another 
advertising body and particularly 
to split organised advertusers, but 
perhaps Mr. Williams would care 
to develop his proposal in more 
detail for the consideration of 
technical advertisers, 

J. H. MiLLER-WHEELER, 
Hon. Scottish Secy., LS.B.A. 
Hon. Scottish Secy., L.A.M.A. 


Worth A Reprint 

Sir,—if ever you decide to re- 
print Copyiaster’s articles in 
booklet form let me know. | have 
a feeling that such a reprint 
would do more good to budding 
advertisers than most of the more 
formal tuition books in use. 

So far, 1 personally have suc- 
cessiully evaded both his scorn 


and approval, an achievement 
— might perhaps be rated as 


a fea 
G. F FARQUAHAR-YOUNG. 
The ——_ Dyers’ 


tion 


34 Princess Street, 
Manchester, 1. 


Pen Pretenders 

Six,—Copytaster, in attacking a 
recent adverusement of ours tor 
a Copywriter, Misquotes US as say- 
ing that it must be realised that 
any connection between copy and 
literature is “utterly fortuitous.” 
Now the actual words used were 
“purely coincidental,” and the 
ditterence illustrates exactly the 
difference between the kind of 
writing we wanted and the kind 
we wished to avoid. 

Of course, a real knowledge 
and understanding of literature is 
an advantage to any writer. But 
the first essential is the ability to 
write clearly and simply. 

For one Haslam Mills there 
are a thousand literary pretenders 
writing ill-digested, graceless 
parodies of his style. ‘they all 


Lines from other letters... 


ONE-SIDED 

“pdvletiaien Manager” quotes 
a sentence from an Advertising 
Association examination paper: 
“Outline the responsibilities of 
the advertising manager to the 
advertising agency.” He then goes 
on to say: “Advertising managers 
now know where they stand!” 
This is a one-sided inference. 
What would his reaction have 
been if the paper had asked—as 
it might well have done—‘Out- 
line the responsibilities of the 
advertising agency to the adver- 
tising manager”?—Another Ad. 
Manager (Name and address 
supplied). 

*~ ~ * 

MEDIUM 

Again and again advertising 
people use the word media 
wrongly. “Medium” is the singu- 
lar, “media” the plural. “These 
media” or collectively “this 
medium” — but never “this 


media.” You can also, if desired, 
anglicise this Latin word and 
write “these mediums.”—F, M, 
Manasse, 330 Gresham House, 
E.C.2. 


* * * 


SMALL SAY 

The programme of the Inter- 
national Advertising Conference 
is so international that Britain 
appears, as usual, to be getting a 
pretty poor say in things. Our 
great agencies are very sparsely 
represented among the main 
speakers. — Wyman Wright, 
Southgate, N.14. 

* * ” 


ALL IN 

The poster men’s battle against 
prejudice and regulation is a 
fight on behalf of the whole of 
advertising. Every branch of the 
industry should join in and help. 
— Arthur Anderson, Three 
Bridges, Sussex. 


suffer from that dullness of ear 
that fails to distinguish the subtle 
difference between “purely co- 
incidental” and the more 
“literary” “utterly fortuitous.” 
JOHN R. H. YEOMAN, 
Foote, Cone & Belding Lid. 
27 Hill Street, 
Berkeley Square, London, W.1. 


If Agreements Were 
Watertight 


Sirn,—The basis of all sound 
commercial agreements is, surely, 
equity. Where does that vital 
element appear in the agency 
contracts for space? What would 
happen to agencies if all pub- 
lishers refused to accept contracts 
as suggested by Mr. Goodchild? 

Most publishers have suffered 
loss of revenue through the 

“cancelling clause” so frequently 
utilised on the pretext that agents’ 
clients have changed their minds, 
The clause suggests uncertainty 
in arrangement and lack of confi- 
dence as between client and 
agent. If their agreements were 
watertight, there would surely be 
no need for the clause. 

T. W. HANCOX, 
Managing Editor, 
On the Road. 
aad Tottenham Coart Road, 


1.S.B.A. Scottish 
Section Luncheon 


The Hon. Kenneth Weir, man- 
aging director, G. & J. Weir Ltd., 
will be principal guest and 
speaker at an official luncheon 
which is being organised by the 
Scottish section of the Incorpor- 
ated Society of British Adver- 
tisers at the Central Hotel, Glas- 
gow, to-morrow (Friday). 

Mr. C. B. Wrey, chairman of 
1S.B.A., will also address the 
company, and the director of the 
Society, Mr. Alan Whitworth, 
will be present. 
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CCURIST WATCHES » | >| a | r 1 r 1 3 
BOB MARTIN’S PRODUCTS a " a 
BOOTS PURE DRUG CO. LTD (National and Medical) | Jd Jj & 


BROWNS OF CHESTER LTD 
CABLE MAKERS’ ASSOCIATION 
CHUBB SAFES & LOCKS 

CIRO PEARLS 


CIVIL DEFENCE (C.O.1.) 


LI-LO (P.B. COW LTD) » | 
DORVILLE SUITS & DRESSES ~ A 
DURESCO PAINTS J 


THE ECONOMIST 


GL1 ONISLLYSAGY SLLAYSAd 


FERRANTI RADIO AND TELEVISION 
GENERAL SERVICES (LONDON) LTD 


JOHN G. HARDY LTD (TWEEDS & WORSTEDS) 


ILFORD FILMS > | + 
IMPERIAL CHEMICAL INDUSTRIES LTD (METALS & FERTILISERS) ® 
KARDOMAH COFFEES AND TEAS a J p | y 


LILLEY & SKINNER SHOES 


MALDANO COCKTAILS (GALE LISTER & CO. LTD 
MANN’S BEERS 
MARTIN’S CIGARETTES 


NATIONAL INSTITUTE FOR THE BLIND 


NEWMARK WATCHES [ 
REVELATION SUITCASES 
ROBREX (J. & J. COLMAN) a d 


ROTHMAN CIGARETTES 


GEORGE ROWNEY & CO. LTD 
SUNDOUR FABRICS 
THE BRITISH DRUG HOUSES LTD 


‘VIYELLA’, ‘DAYELLA’ (WILLIAM HOLLINS & CO. LT 


Db 
WHITAKER’S ALMANACK ) : r 1 
YOUTHLINES (W.B. CORSETS) 
a 
INC DEVELOPMENT ASSOCIATION 


Llt€ WONSASOYD ANOHdATAL - TM NOGNOT LAAULS GuOsLYaH Ol 


SS eee a ee |. re 
ee | | as 
" a tal 
te ; 
fe b : 
: 
a 
x | 
. ' Zl 
‘3 _ 
hs ee | 

Ae 

Ba = 

. 


et eR rene” erp ene 


—— 


ADVERTISER'S WEEKLY 


June 21, 1951 


s 
Mi STAFFORD 


Le aia 4 SHROPSHIRE } STAFFORDSHIRE 
The area is the Blac \ euatesouny " = rol 
Country and Shropshire. It WELLINGTON / @ LICHFIELD 
s 
extends for 800 square miles 


into Staffordshire towns re- 


‘~~ WOLVERHAMPTON 
% 


2 
LT?» 
> 


nowned for their industrial 


. 
\ > WALSALL 
ffici di , rtane BILSTON « 
efficiency and into importan . wanuesauny 
agricultural districts of Shrop- BRIDGNORTH & DUDLEY 
‘ 
shire. In this compact and 


thickly populated area, the 
Express & Star with branch 


J OLD HILL 
STOURBRIDGE ® 
‘ . 

{ 


offices in ten centres, circulates *& ‘* The diverse nature of industries carried on in the Black Country and 
Shropshire allied with the compactness of the area and its million population, makes 
over 193,000 copies each day. the Express & Star the ideal paper for a test campaign. Marketing assistance is available. 


EXPRESS s STAR 


HEAD OFFICE WOLVERHAMPTON 


REPRESENTED IN LONDON BY C. P. R. CRANE, 44-45 FLEET STREET, E.C.4. TELEPHONE: CENtral 6820 
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Re-sale price maintenance ban may be ‘direct blow to branded goods’ 


ADVERTISING WILL FIGHT 


WHITE PAPER IN. 


A NUTSHELL 


The Government's objection 
to resale price maintenance is 
twofold. First, by eliminating 
price-competition between 
shops with different levels of 
cost, it prevents price reduc- 
tions which could and should 
be made. Secondly, the collec- 
tive punitive action by which 
most fixed resale prices are 
enforced amounts to a private 
system of law which in effect 
is outside the jurisdiction of 
the Courts. 


£ £ £ 


The Governmen; will intro- 


duce legislation to make 
illegal: 
(i) Collective arrange- 


ments designed to ensure 
that goods shall be sold at 
or above specified retail 
prices. 

(ii) Any indication by a 
manufacturer or other sup- 
plier of goods of a resale 
price for those goods unless 
that price is clearly stated 
to be a maximum price. 
Generally speaking the 

Government considers that 
this legislation should hqve 
effect over the whele of in- 
dustry and trade; but in draft- 
ing the legislation the Govern- 
ment will take account of any 
cases where it may be estab- 
lished that exceptional con- 
ditions would render the 
operation of the proposed pro- 
visions unworkable or undesir- 
able in the public interest. 


£ £ £ 


In the Government's view 
wtfair or excessive methods 
of price competition would be 
a matter for Parliament to 
deal with on its merits; fears 
of their possible emergence in 
the future cannot constitute a 
valid reason for allowing 
harmful restrictive practices 
to continue. 


| 


Discussions Being Held 
With Industrialists 


ISCUSSIONS are now taking 


between organised 


advertising and industry to decide what steps shall be taken 
to fight the Government’s proposal to introduce legislation 


ending 

The Standing Advisory Com- 
mittee of the Federation of 
British Industries has been asked 
by organised advertising to take 
action. 

Mr. L. Drummond Armstrong, 
director of the Advertising Asso- 
ciation, ¢ ° 1d ADVERTISER'S 
WEEKLY: “Preliminary discus- 
sions have taken place to ensure 
that the voice of advertising, in 
all its branches, is not over- 
looked, 

“The White Paper (published 
on Tuesday) will be studied most 
carefully by ,all advertising in- 
terests. Whatever may be thought 
of so-called ‘price-rings, the 
statement by Sir Hartley Shaw- 
cross that legislation wil] be in- 
troduced by the present Govern- 
ment to stop individual price 
maintenance can be a direct blow 
at manufacturers of branded and 
nationally advertised articles.” 

Mr. Armstrong continued: 
“What has to be considered is 


collective and individual re-sale price maintenance. 


not only the situation as it ap- 
plies in present circumstances, 
when a sellers’ market is the 
predominating factor in many 
industries, but the underlying sug- 
gestion that price maintenance is 
forcing up retail prices and in- 
creasing the cost of living.” 

Many advertising interests fear 
that the abolition of re-sale price 
maintenance would: 

1. Open the market for cheap, 


unadvertised goods of inferior 
Guality. 
2. Undermine the branded 


goods system which has guaran- 
teed both price and quality. 

3. Interfere with the present 
proved system of marketing 
through advertising. 

Sir Hartley Shawcross, Presi- 
dent of the Board of Trade, 
defending the Government's pro- 
posal to abolish re-sale price 
maintenance, claimed: 

It will not cause branded 
g00ds to lose their popularity 


Newsagents May 
Cut Prices 


The Government's re-sale 
price maintenance policy will 
allow newsagents to sell news- 
papers and periodicals below 
their usual price. 

Asked by ADVERTISER'S 
WEEKLY whether a newsagent 
who found that he could not 
sell all his papers for 14d. 
could sell off the remainder at 
id., Sir Hartley Shawcross, 
President of the Board of 
Trade, replied: “I can see no 
disadvantage in that being 
done.” 


with a large section of the 
public; 

In conditions where demand 
equals supply, much price- 
cutting is unlikely; 

Big stores will not benefit at 
the expense of the efficient in- 
dependent small retailer; 

It will tend to increase the 
efficiency of the distributing 
and shopkeeping industries; 

It will be welcomed by the 
buying public. 

Sir Hartley made these claims 
at a Press conference on Tuesday, 
at which the Board of Trade’s 


®@ Continued on page 570 


R. H. PENNEY 


NORTHCLIFFE NEWSPAPERS GROUP L” 


- Advertisement Director 


Carmelite House, London, E.C.4. Cen. 6000 
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v> SCHOLARSHIP PLAN MAY BE 


LEGACY OF THE CONFERENCE 


World Significance Is Stressed 
To Overseas Pressmen 


Some form of scholarship may emerge as a permanent 
legacy of the International Advertising Conference, Lord 
Mackintosh hinted at a Press conference for overseas news- 
paper correspondents last week. He emphasised the contri- 


bution which the Conference 
would make to international 
understanding. 

The Conference, said Lord 
Mackintosh, was going to be 
much more genuinely _inter- 
national than the Convention of 
1924. It would be an occasion to 
assess the progress made in the 
past and the way in which adver- 
tising’s social and economic use- 
fulness could be developed, 
together with its harnessing for 
the promotion of international 
understanding and world peace. 

Lord Mackintosh continued: 
“Perhaps the most powerful of 
the media of persuasion, adver- 
tising has to-day a tremendous 
responsibility towards the peace 
of the world. It is this responsi- 
bility—together with better means 
for shouldering it—that we hope 
to examine at the Conference. 

think it a remarkable 
augury that, in these troubled 
days when misunderstanding can 
be so quick and sometimes fatal, 
37 nations of the free world 
should make a deliberate effort, 
involving in many instances long 
and expensive journeys, to come 
together in an attempt to improve 
still further their techniques in 
the service of their countries and 
to find new grounds | for inter- 
national co-operation. 

The response to the Youth 
Scheme was a fine augury for the 
future of advertising “but we 
regard it as only a first step 
towards closer international 
understanding between advertis- 
ing’s leaders of to-morrow.” 

Lord Mackintosh said it was 
hoped that the comprehensive reso- 
lution passed by the Conference 
“will not only by its very direct- 
ness and simplicity be easily 
understood throughout the world 
but will also be acted upon with 
energy and promptness to put 
into effect all over the world the 
new aims and ideals which we 
foresee will emerge from our 
deliberations.” 


They Know All 


The Answers 


Mrs. B. Dunbar, head of the 
W.V.S. Public Relations Depart- 
ment, whose husband—with C. & 
E. Layton Ltd.—is a delegate to 
the Conference, is detailing a 
special group headed by Miss 
Stewart-Bam from the W.V.S. 
International Conference  Sec- 
tion to staff information desks 
throughout the Conference at 
Central Hall, Westminster, and 
the “Welcome Club.” 

With over 75 international con- 
ferences to their credit—the first 
having been the U.N.O. 1946 
London Meeting—the W.V:S. 
International Conference Section 
are adept at giving the answer to 
any number of different sorts of 
inquiry not only from overseas 
and home delegates but also from 
the hard-worked staffs running 


America is sending 120 dele- 
gates; France 89; Sweden 83; 
Italy 61; Denmark 57; Belgium 
55; Norway 44; and Holland 41. 


international conferences. Only 
recently! they have been able to 
give quick answers to: “Where 
can I learn Ju-jitsu?” “Where can 
I get uncut diamonds?” and 
“What is the quickest way to get 
a folding pram?” 

On duty from 9.30 a.m. to 4.30 
p.m. during the Conference the 
W.V.S. teams will answer dele- 
gates questions, arrange theatre 
tickets and car hire, deal with 
messages and the thousand and 
one other details which make all 
the difference to the comfort, 
satisfaction and peace of mind of 
strangers from other countries. 

Miss Stewart-Bam and_ her 
group have only one request to 
make of delegates—“Please ask 
all the questions you want to all 
the time—otherwise we cannot 
help you as we would like to!” 


International Meetings Planned 


Meetings of two international 
advertising bodies will be held 
during the Conference. 

On the Wednesday and Thurs- 
day the board of directors of the 
International Union of Advertis- 
ing will meet. Officers are: Presi- 
dent, Paul O. Althaus, foreign 
relations, manager, Schweizer 
Yscher Reklame Verband; hon. 
president, Bernard de Plas, presi- 
dent. Federation Francaise de la 
Publicite; hon. treasurer, Egide 
Bouchez, president, Chambre 


Syndicale Belge de la Publicite: 
secretary general, Pierre-Georges 
Bastide. hon. president, French 
Direct Mail Advertising Associa- 
tion. 

On Wednesday there will be a 
meeting of the executive of the 
International Federation of Pub- 
licity Clubs. 

F. Murray Milne, chairman. 
Publicity Club of London. 1s 
president; hon. secretary is Ivan 
Luckin, and hon. treasurer, S. T. 
Holmes. 


oN CONFERENCE 
CAMEOS 


The Regent Advertising Club 
will assist in catering for Youth 
delegates in the Club restaurant 
for lunches and dinners during 
Conference week. 

* . * 

Fourteen countries will be 
represented at the luncheon 
organised by the Women’s Adver- 
tising Club of London. 

” * 


All overseas women delegates 
have been sent a list of “Sugges- 
tions for your Conference 
clothes.” 

* * * 

All overseas delegates will be 
granted honorary membership of 
the Regent Advertising Club. 

* * * 


Turkey and Morocco are_ the 
latest countries to send delegates, 
* * * 


“The Conference Banquet will 
be the largest dinner function to 
be held in London this season 
even in the Festival year.’’- 
Lord Mackintosh. 

* * * 

Hospitality offered the Youth 
Scheme delegates during the week 
in London was three times as 
much as was necessary. 

* * 

Lord Mayor of London and 
the Lady Mayoress will be guests 
of honour at the Hurlingham 
Ball. 


COME BACK TO 
ERIN... 


One hundred delegates from 
overseas to the Conference are 
being invited to spend four days 
in Ireland after the Conference 
ends. 

They will be coming under the 
auspices of the Publicity Club of 
Ireland, the Advertising-Press 
Club, the Irish Association of 
Advertising Agencies and 
Cumann na niris and are due to 
arrive in Dublin by air on Sun- 
day, July 15. 

During their stay the delegates 
will be entertained at a luncheon 
by the four groups in the Metro- 
pole, Dublin, and this is to be fol- 
lowed by a parade of Irish 
fashion wear and display of Irish 
goods. They will also visit 
Killarney by the “Radio Train,” 
spend an evening at the Abbey 
Theatre, make a tour of Dublin, 
and be guests of the Government 
at an official reception. 

A farewell party will be given 
by the air line companies. A 
number of leading Dublin firms 
have contributed to the Hospi- 
tality Fund.  Specially-designed 
brochures about the visit, and 
Ireland, have been airmailed to 
delegates. 
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ODD SP@T 


A well-known London 
tailoring establishment sent a 
direct mail shot about their 
men’s attire to selected mem- 
bers of the cast of “Skating 
Vanities’—roller skating 
musical at the Empire Pool, 
Wembley. 

But even name picking from 
programme lists can have its 
snags. 

Recipients included Billie 
Scott who is still wondering 
whether a lounge suit—how- 
ever immaculate—would look 
right on her generously curved 
figure. For Billie is one of 
the chorus girls. 


Ad. Space At 


Rail Bureau 


Advertising space, both internal 
and external, is provided at the 
new train arrival bureau at 
Euston Station. 

Inside, there are display show- 
cases, grouped against the walls, 
for commercial advertisers, 

Railway and commercial adver- 
tising poster sites, provided with 
tiled surrounds, are embodied 
symmetrically in the external 
walls. 

Believed to be the only railway 
waiting room of its kind in the 
world, the bureau can accommo- 
date 92 people seated in comfort- 
able surroundings while being 
supplied with information. 


Soccer Monthly 
Planned 


Press and poster advertising in 
Blackpool, Sunderland, Hull, 
Glasgow and Newcastle will be 
employed to launch the first issue 
of Charles Buchan’s Football 
Monthly in August. 

First print order is for 100,000 
copies. The magazine has received 
the support of the National 
Federation of Supporters’ Clubs 
who have notified their one mil- 
lion members of its publication. 

Selling at Is. 6d., the first issue 
will have 48 pages (11 x 8 in.) 
with a four-colour art paper 
cover. 

Company behind the launching 
of the magazine is Charles 
Buchan's Publications Ltd. whose 
directors include Charles Buchan, 
B.B.C. sports commentator, sport- 
ing journalist and former inter- 
national soccer player, John 
Thompson, former Daily Mirror 
snorts reporter, and J. Maxwell 
Sarl, who was also on the Mirror 
editorial staff. There is a nominal 
capital of £7,000. 

The advertising—£80 per page. 
pro rata—will be handled by 
Magazine Advertising Ltd. 


CLOSED SHOP 


An assurance that mobile film 
projection units were provided to 
political parties by the Central 
Office of Information on the 
understanding that the meetings 
must be closed to all but party 
members was given in Parliament. 
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Ad. Rate Increases For 


Four Newnes’ Journals 


Increases in the advertisement 
rates of “Woman's 
“Modern Woman,” “Men Only,” 
and “Wide World Magazine,” are 
announced by Mr. Stuart Mander, 
advertisement director, George 
Newnes Ltd. 
The ordinary page rate for 
Woman's Own, at present £1,160, 
is to be raised to £1,300. 
In a letter to agents Mr. 
Mander reveals that increases in 
paper and printing prices alone 
have raised the production bill of 
Woman's Own by well over 
£300,000 per annum. 
“In an en- 
deavour to 
protect the 
f advertiser 
i from the full 
fimpact of 
"i steeply rising 
| paper costs, 

the _ selling 


have already 
been in- 
creased,” he 
points out. 
“However, 
further very 
heavy advances in paper costs 
have since occurred, now leaving 
us no possible alternative but the 
present increases in advertise- 
ment rates.” 

For Woman's Own the increase 
in monotone advertisement rates 
will come into force in the Sep- 
tember 6 issue. Those for colour 
will operate as from January 3, 
1952; the rate for colour adver- 
tisements at present £1,600, will 
be £1,900. 

Increases in the ordinary mono- 
tone page rates for the other 
three journals are as follows: 

Modern Woman, October issue, 
£120 (from £100). 

Men Only, October issue, £100 
and pro rata (£80). 

Wide World Magazine, October 
issue, £120 and pro rata (£100). 


Map Souvenir 
An attractive picture map of 
London, in colour (price 3s. 6d.), 
has been produced by the Daily 
Telegraph. Passed by the Festival 
authorities as an official souvenir, 
it is selling well. 


Stuart Mander 


Own,” | 


Newsprint Newsreel 


RISING SCALE 
OF DELIVERIES 


The Newsprint Supply Co., 
Lid.. have been authorised to 
conclude contracts for 525,000 
tons of newsprint from Canada 
in the three-year period 1952-54 
on a rising scale of deliveries, 
said Sir Hartley Shawcross, 
President of the Board of Trade, 
in a written Parliamentary reply. 

He understood that as a result 
of their negotiations, they had 
been able to obtain a guarantee 
of a minimum quantity of 300,000 
tons. 

The further quantities author- 
ised by the Government will only 
be available at the option of the 
suppliers. 

Mr. F. P. Bishop, M.P., general 
manager of the Newsprint Supply 
Company, has stated that the 


NETTLED 


Use of straw for making 
paper is being examined, said 
Sir Hartley Shawcross_ in 
Parliament. 

Had the possible use of 
nettles been considered, asked 
Sir William Darling. The 
Romans made paper from 
common nettles, he said. 

Sir Hartley said he would 
he most grateful if the ques- 
tioner could provide a formula 
for converting nettles into 
newsprint. 


contract tonnage of newsprint 
coming to this country would be 
100,000 in 1952, 125,00€ in 1953, 
and 150,000 in 1954. The 
Canadian mills also were on 
option to supply an extra 25,000 
tons in 1952, 50,000 tons in 
1953, and 75,000 tons in 1954. 

Some reduction in the North 
American supply of Canadian 
newsprint might be necessary to 
Meet emergency allocations for 
North Atlantic countries accord- 
ing to Canada’s Production 
Minister (Mr. C. D. Howe). 

Under the proposed $10 a ton 
increase, the Canadian price of 
newsprint as from July 1 will be 
$112 (£40 sterling) a ton, plus a 
10 per cent sales tax. 


A Little Drop 


He will 


of Inspiration 


“The Water Sprite” (reproduced alongside) 

is a dancing drop of water. 
in water publicity campaigns and in posters, 
pamphlets and leaflets published by the British 
Waterworks Association. 
I urge the public to 
Wisely.” He is making his debut at the annual 
conference of the Association now in session 
at Portrush, Northern Ireland. 

The British Waterworks Association has a 
membership of 570 water authorities, serving 
over 95 per cent of the total population, which 
has a piped water supply. 

Creator of “The Water Sprite” js Donald 
Paige, of Cambridge Water Company, who won 
the competition for an emblem. 


He is to appear 


“Use Water 


ADVERTISER'S WEEKLY 


Fluorescent lighting with Osram colour matching lamps on the stand 
of Ault & Wiborg Ltd., printing ink manufacturers, at the Watford 
Industrial Exhibition. 


How Night Inking Jobs Can Be 


Seen In Dayl 


A Hall of Printing at the 
Watford Industrial Exhibition 
provides evidence of the accurate 
rendering of colour work given 
by colour matching fluorescent 
lamps. All the stands, demon- 
strations and special displays in 
this section are lighted by Osram 
hot cathode colour matching 
lamps in G.E.C. fittings of various 
types, including a_ parabolic 
reflector pattern that has been 
adopted in many works for build- 
ing into machines to give local 
illumination of formes and cylin- 
ders while making ready. 

Experience at a large printing 
works in Watford. where all 
machine rooms and other parts 
of the premises have been 
equipped by the G.E.C. with 
colour matching lighting, has 
demonstrated the accuracy with 
which the inking of colour work 
can be regulated at night so that 
the job is seen with the desired 
colour values by daylight. 


A Sign Of 
The Times 


Kemsley’s Guests 


A party of twenty-five London 
women in advertising paid a 
recent visit by invitation § to 
Viscount Kemsley’s country seat 
at Dropmore, in Buckingham- 
shire. 

They went by car to Drop- 
more, where Mr. Ewart Berry, 
advertisement director of Kems- 
ley Newspapers, acted as host. 
An inspection of the grounds by 
the guests revealed the azaleas 
and rhododendrons, for which the 
estate is noted, in full bloom. 

Tea was served in the dining 
room and afterwards the party 
sat on the lawn, commanding 
beautiful views with Windsor 
Castle closing the vista. 

Later, the guests were escorted 
to Gerrard's Cross Golf Club by 
Mr. F. W. Slaughter, Mr. R. J. 
Palmer and other members of the 
Kemsley advertisement staff, and 
cocktails and canapés were served 
before the return to Town. 


There’s always fime for 


An illuminated clock lends a 
practical note to this new illumin- 
ated sign in Coventry Street. 
London. The display was 
designed, manufactured and 
erected for the Nestlé Company, 
Ltd., by Claude-General Neon 
Lights Ltd., and incorporates the 
latest colours of Claudgen 
fluorescent tubing. Opal glass 
panels incorporated in the metal 
letters of “Nescafé” throw the 
word into relief. A flasher oper- 
ates part of the display, and the 
whole is switched on by a photo- 
electric device when daylight falls 
to a predetermined level. The 
clock is electrically wound, but 
operates independently. 


ESC 


-AFE 


Putting Them On 
The Map 
offered to 
visitors by Regent Oil Company 
Ltd. and National Car Parks Ltd. 
is the distribution of a road map 


Service Festival 


to motorists using the 30 
National Car Parks around the 
Festival of Britain site. 

This has been produced by 
Willings Press Service Ltd. and 
gives the motorist his individual 
route from the car park to South 
Bank and Pleasure Gardens. 

Motorists are handed this road 
map with their tear-off car park 
ticket. 
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LISBON CONGRESS DEFINES THE FUNCTION OF 
GOOD ADVERTISING 
51 Organisations Agree Ad. Code 


Muis resolution, carried unanimously at the Advertising 

Group meeting, was approved at the final plenary session 
of the 13th biennial Congress of the International Chamber 
of Commerce held in Lisbon last week : 


Conference group in the sunshine. 


L. to r. lvor Cooper, Alan 


Whitworth, C. B. Wrey, Sigurd Larman (U.S.A.). 


Welcome Spurt In Paper Salvage 


Many local authorities compet- 
in the £20,000 National 
Waste Paper Contest increased 
their salvage during April by 
25 per cent. 

Sidney Garland, general man- 
ager of the Waste’ Paper 
Recovery Association which has 
organised the contest, said: “It is 
estimated that the 900 councils 
competing have collected among 
them some 85,000 tons from 
January to the end of April 
showing a rate of recovery com- 
parable to some of the best years 
during the war. This is a par- 
ticularly satisfactory beginning, 
as many of the competitors have 
only resumed their collecting ser- 
vices in the last few weeks. 

“We still have two-thirds of 
the contest period to go—until 
the end of the year—-and if the 
increasing national need for paper 
and board is to be met the rate 
of recovery must be speeded up 
still more, 

“Our original target of 
1,000,000 tons per annum has 
already been proved too low. The 
figure must be nearly 1,200,000.” 


Britain Does Well At 


Canadian Fair 
In the first few days of the 


International Trade 
Fair, held in Toronto, 5,000,000 
dollars worth of business was 
done by the British Machine Tool 
Section. Sale was assured for the 
whole display. 

Other British manufacturers 
are equally satisfied. A member 
of the Scientific Instrument 
Manufacturers Association is to 
open a factory in Canada. Print- 
ing machinery manufacturers will 
exhibit again in 1952. The British 
Mechanical Handling Group have 
now, for the most part, set up 
subsidiaries in Canada. 

Glen Bannerman, 
Canadian International Trade 
Fair, claims that the 1951 Fair 
has been in many respects the 
most successful since the Fair was 
first organised. 


Canadian 


director, 


Screen Ad. 
Survey Is 
Planned 


A screen advertising survey, spon- 
sored by Theatre Publicity Ltd., 
is to be published at regular 
intervals for the use of both 
advertisers and agents. 

This follows the appointment by 
Theatre Publicity Ltd. of 
London Press Exchange Ltd. 
as their advertising agents and 
marketing advisors. 

News of the appointment was 
given_by Ernest Pearl, execu- 
tive director of Theatre Publi- 
city, at a private meeting of 
members of leading agencies. 

He said his company felt that 
screen advertising had reached 
a point in its development 
where it had become essential 
to collect all information relat- 
ing to the medium and make 
the information known to ad- 
vertisers who were prepared to 
use the medium for hard selling 
and to employ it consistently as 
a supporting medium of proven 
value and reasonable cost. It 
was the intention of his com- 
pany to obtain this information 
and make it available. 

Long Term 

Under the new = arrangemeri 
London Press Exchange will 
be responsible for a long term 
plan of research. Research Ser- 
vices Ltd. are to undertake 
research to establish the 
character and consumption 
habits of the cinema audience, 
and carry out other special 
surveys to test the effectiveness 
of cinema advertising and its 
acceptability to cinemagoers. 

Other aspects to be covered in- 
clude the general economics of 
screen advertising in relation 
to distribution and production 
cost, creative developments. 
and the availability of screen 
advertising with a geographical 
analysis of the facilities avail- 
able. 


The International Chamber of 
Commerce holds these views: 

(a) The main function of ad- 
vertising is to create a demand 
for goods and services by pros- 
pective purchasers in all coun- 
tries. 


| 


efficiently it helps to raise the | 


standard of living, to encourage 
the progressive trend in industry 
and to maintain the spirit of free 
initiative and competition—the 
base of our economic life. 

(b) Good advertising is there- 


DELEGATES FROM 


Over 700 delegates, represent- 
ing world business, attended. 

A strong contingent from the 
United Kingdom included Ivor 
Cooper, Lever Bros. & Unilever 
Ltd., and Alan Whitworth, direc- 
tor of the Incorporated Society 
of British Advertisers. Both are 
members of the LC.C. Commis- 
sion on Advertising, of which Mr. 
Cooper is chairman. 

Mr. Cooper presided at the Ad- 
vertising Group meeting of the 
Congress. 

Commenting on LC.C, activity 
in the fie'd of advertising, he said 
that thei- aims had to be long 
term in tneir possibility of execu- 
tion. In a world of controls, 
political interference, shortages 
of all kinds, it might sound to 
some people unrealistic to talk 
— advertising development at 
all. 

“But we are also dealing with 
a world which has seen higher 
standards of living, brought about 
by competition continuously seek- 
ing to keep its products in favour 
with the consumer, leading the 
public to expect better qualities 

better performances,” Mr. 
Cooper continued. “Manufac- 
turers know that such higher 
standards at economic consumer 
prices can be achieved only 
through large scale production.” 

Only thorough marketing and 
advertising planning could suc- 
cessfully surmount this constant 
challenge. 

Some countries provided almost 
everything that could be desired 
for sound planning. At the other 
end of the scale, standards were 
low, authentic information almost 
non-existent and the advertiser 
had no option but to use “hit and 
miss” methods. 

“We, in the LC.C., who are 
able to survey all these countries 
can see and appreciate these big 
differences and what they mean 
to the advertiser.” Mr. Cooper 
added. “We are also in a position 
to see whether, with a minimum 


fore beneficial to the community. 
To be good it must be conducted 
with a proper sense of social 
responsibility, be in keeping with 
the economic, cultural and ethical 


| trends of the time, and contribute 
In doing this honestly and | 


to reducing production and dis- 
tribution costs. 

{c) Codes of standards of prac- 
tice ensure a high level of con- 
duct in advertising. A code has 
been devised by the International 
Chamber of Commerce for the 
acceptance of all countries. 


WORLD BUSINESS 


amount of trouble and expendi- 
ture, standards could be im- 
proved, and our job is to convince 
people in those countries of the 
desirability for improvement. 
Responsible elements in each 
country can, and do, give valu- 
able assistance by organising 
trade and professional bodies and 
encouraging them to study the 
facilities and practices of other 
countries and persuading these 
associations to adopt active re- 
search and development pro- 
grammes of their own. The 
LC.C. is wholeheartedly behind 
them in their efforts.” 


Media Research 


Under the heading of “Media 
Research and Efficiency of Ad- 
vertising,” Mr. Whitworth dis- 
cussed the part played by Audit 
Bureaux of Circulations in the 
checking of quantitative circula- 
tion. He contrasted the opera- 
tions of the Audit Bureaux in 
North America, Great Britain and 
Sweden. The United States had 
taken the lead in forming the 
first Audit Bureau in 1914 and 
every credit was due to those who 
had made possible this historic 
development. At that time it was 
unique as an example of business 
self-regulation and other countries 
had profited from it. The last of 
them to do so was Belgium, where 
the A.B.C. was only a few weeks 
old and had just completed its 
first audit. 

L. R. Gits (Belgium) spoke on 
the need for a systematic survey 
of the qualitative circulation of 
media. 

The resolution on the social 
responsibility of advertising was 
proposed by Sigurd S. Larman 
(U.S.A,). 

Sven Horwitz (Sweden) dis 
closed that the Code of Standards 
of Advertising Practice of the 
1.C.C. had been officially adopted 
by fifty-one advertising and other 
organisations in twelve different 
countries. 
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Osborne-Peacock held their annual golf competition at St. George's 
Hill on Thursday and the trophies were battled for by a field of 35. 


The O.P. Cup was won by A 


E. L. Yule, runners-up, G. K 


Mclsaac, runner-up, E. L. Yule. 

The Harrop Rose Bowl (foursomes) was won by J. L. Verrinder and 
. Le Fevre and D. Jolly. 

presented by Mrs. W. E. Osborne. 


Retail Ads. Are At ‘Low Level’ 
In Sheffield, Court Told 


Tourist Ad. 
Campaigns In 


Robert Diplock, secretary of 
the Retail Trading - Standards 
Association, said during a prose- 
cution at Sheffield last Thursday 
when three local firms were 
summoned for giving false des- 


$27 
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Catalogues Must Be Aimed 


At Women 


Cordial Anglo-American rela- 
tions were established at the June 
luncheon meeting of the Liver- 
pool and District Publicity Asso- 
ciation, when the guest speaker 
was Miss Joyce Wells, of Joyce 
Wells Ltd., London, American 
mail order specialists operating 
from Britain to the U.S. 

Miss Wells explained that her 
organisation opened up a simpli- 
fied selling route from British 
factories direct to 50,000 British- 
American families registered with 
them through a mail order 
catalogue. By eliminating 
American wholesalers and 
retailers, British manufacturers 
were able to sell their products 
through the Joyce Wells organis- 
ation below American price 
levels. 

She pointed out that the cost 
of producing the catalogue was 
so prohibitive in the States— 
nearly three-and-a-half times 
more than the price at which it 
could be produced in _ this 
country—that it was printed in 
Britain on English paper. 

“America is women's paradise,’ 
she continued, “where ail the girls 
have money and all the boys give 
it to the girls. When you send 


In America 


it is no use appealing to the man, 
for there is no such animal.” 

It was no use trying to sell 
British luxury goods to the U.S. 
Americans wanted the ordinary 
things that British people wanted. 
Careful selection of merchandise 
was essential before embarking 
on the American market, 


Club News 


Fk -— | 


Youth Scheme Visit 


The International Advertising 
Conference Youth Scheme visi- 
tors, when they visit East Anglia 
on July 20, are to be entertained 
at Colchester where they will be 
given lunch by the East Anglian 
Publicity Club at Castle Park, in 
the open air if the weather is fine, 
and at Chelmsford where they 
will have tea in the Mayor's 
Parlour and be shown the civic 
regalia. 

Members of the East Anglian 
Publicity Club are to act as hosts 
and guides. ‘ 


" , . fatalogues to America, therefore, 
Sion ot goods im sive §=— 18 Countries Gy SEEING ROUND 


in Sheffield has hed a very Press advertising campaigns 


low level. covering 18 countries, and Column Club Regain AN AGENCY 


Mr. Diplock told the Court: using 220 magazines and news- Twenty-five members of the 


“My Association has received a papers with an aggregate Seager Cup 


lot of complaints, in Sheffield, 
about the general level of retail 
advertising which led us to feel 
we had no option but to prose- 
cute. We feel the level is 
becoming very low in certain 
ins*ances.” 

The firms were all alleged to 
have advertised goods as being 
silk when in fact they contained 
no silk, but rayon or cotton and 
rayon, 


Definitely Inaccurate 


Mr. Algernon Hall of Spring- 
field Mills, Denby Dale, Hudders- 


readership of nearly 500 mil- 
lion, were used by the British 
Travel and Holidays Associa- 
tion during the. year 


The Association's annual report 
also states that during the year, 
more than 11 million pieces of 


throughout the world. 
The Association's monthly maga- 
zine, Coming Events, now has 
a regular overseas distribution 
of more than 100,000 copies. 
Press department interviewed and 


from overseas for the benefit 


The Fleet Street Column Club 
routed the Aldwych Club by 8} 
matches to 14 and regained the 
Seager Cup, in the annual 
golf match played at Richmond 
on Tuesday. 

Andrew Milne beat Colin 
Turner, 6 and 4; John Sime beat 
Jesse Scott, 5 and 3; J. Everett 
beat S. Back, 5 and 4; C. Glover 
beat W. G. Barney, 2 and 1; 
H. D. Varley beat A. W. Newton, 
3 and 2; G. Martin Lewis beat 
oe = Forsyth a ee 
Dawson Salmon halved with A. 
Craske; H. H. Gibbons lost to 
J. Rafter, 5 and 4; A. R. Everett 


Publicity Club of North Wales, 
including the Mayor and Town 
Clerk of Colwyn Bay, visited the 
offices of Good Publicity Ltd., 
Colwyn Bay, recently. They were 
welcomed by Arnold E. Jones, 
managing director, and chairman 
of the club, who gave a brief 
resume on the history of adver- 
tising. 

Work of the various depart- 
ments was explained by T. R. 
Dipple, campaigns manager, 
H. A. Box, creative manager, J. S. 
Clough, office manager, R. M. 
Clark, studio manager, and A. 
Cordingley, space buyer. 

The visitors also saw a gallery 


field, chairman of the weavers’ of their home-town papers. beat J. T. Patterson, 2 and 1; H. of over 60 exampl finish 
section of the Silkk and Rayon It is claimed that the schemes ’ ov " yon. czamples of Gnished 


~ . ‘ - 7 Gatward beat S. V. Morrish, 4 art work for Press advertisements, 
Users’ Association, said the enabling visitors to buy goods and 3. posters, showcards and leaflets. 

advertisements were definitely in the shops free of purchase 
inaccurate. tax have substantially increased 
Evidence was given by com- tourist receipts and won new 
, pany directors and customers that customers for many of Britain's 
material was called “silk” by the finest products. Many new 
layman to differentiate between markets for British goods are 
it and the hard cotton quality. created when tourists return 
It was submitted that the price home with purchases made in 
n would tell the customers it was this country, which they 
\ not real silk. proudly display to their friends. 


Lea Fabrics (Yorks) Ltd.. of On the other hand, it is stated 
St. Paul's Parade, Sheffield; that: “There is ample evidence 


: David Sugarman, trading as The that the desire to come to 
. Moor Drapery Stores, The Moor, Britain, so successfully stimu- 
om Sheffield; and S. Debovitch & lated by our publicity cam- 
Sons Ltd.. trading as Dawson paign, is frequently frustrated 
Bros. (Sheffield), London Road, by the difficulty of obtaining 
7 Sheffield, were each fined £10 for accommodation of the required 


falsely describing the goods as standard. 
silk in an advertisement and were “Thus we are in danger of crea- Cr. G. Kerry, 
each ordered to pay 10 guineas ting a demand that we cannot 
costs. satisfy.” 


Mayor of Colwyn Bay, together with fellow-members 
of the Publicity Club of North Wales, examining some of the work 
done by Good Publicity Ltd. 
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Handford Retires From Kemsley’s 
After 26 Years’ Service 


Ernest Handford, London 
advertisement manager of the 
Sunday Mail and the Sunday Sun, 
has retired, after 26 years’ service 
with Kemsley Newspapers Ltd. 
His colleagues gave him a great 
send off at Kemsley House with 
presentations to which they had 
subscribed. and also at a luncheon 
given by Ewart Berry, Kemsley 
Newspapers’ advertisement direc- 
tor, at the Connaught Rooms. 

Mr. Handford began work tn 
Fleet Street 50 years ago with the 
Field Press, where he sold adver- 
tisement space in the Field, 
Queen, Femina and many other 
publications. He managed to find 
time to play professional footbal! 
for about 11 years for Queens 
Park Rangers and _ represented 
London in matches played in 
Paris, as well as playing in many 
cities in Germany before the 
1914-18 war. After meeting with 
a serious knee injury, he secured 
full reinstatement as an amateur, 
so that he could still play. 

Mr. Handford spent five years 
in khaki, rejoining the The Field 
Press. Three years later he opened 
an office for the firm in Man- 
chester, returning to the London 
office in 1925 and soon after re- 
joined the late J. Murray Allison 
at Kemsley (then Allied) News 
papers. 

* . . 

E. Gooseman, editor of the 
Sheffield Star, has been presented 
with a fishing rod and reel, and a 
certificate of appreciation of his 
chairmanship of the Welfare Club 
at Kemsley House, Sheffield, 
since its inception in 1939. The 
presentation was made by H. J. 
Staines, managing director The 
Sheffield Telegraph & Star Ltd.. 


Mr. Gooseman has resigned the 
chairmanship, but has been 
elected a life member of the 
committee. 

* ” 


Public relations officer for the 
British Road Federation as from 
the middle of next month will be 
R. B. Sawrey-Cookson. He 
succeeds Ronald Syme, who is 
going to live abroad. Mr. Sawrey- 
Cookson joined the Federation in 


November 1949 and was 
appointed assistant secretary in 
1950. 


* * * 

Alan E, Fordham, manager of 
the photographic department of 
Gee Advertising Ltd.. Leicester. 
has become an Associate of the 


Royal Photographic Society of 
Great Britain. 
* * * 
R. W. Jolley, has been 


appointed head of the road trans- 
port allocation section of the 
commercial advertising division 


of the British Transport Com- 
mission in succession to H. E,. 
Moir, who retired last month. 

* * * 


Kenneth Clark, editor of the 
United Trade Press _ technical 
monthly Manufacturing Clothier, 
has been elected hon. publicity 
officer to the Clothing Institute 
(London Branch). 

* * * 

Mervyn McPherson, who is 
retiring to-morrow (for health 
reasons) after more than 30 years 
as national Press relations chief 
for Metro-Goldwyn-Mayer in 
Britain, and 224 years as publi- 
city director of the Empire, will 
be replaced in these positions by 
Ernest Betts. Mr. Betts, whose 
career in journalism included film 
criticism and comment for the 
Daily Express and Sunday 
Express, has acted as publicity 
chief for Twentieth-Century Fox 
Productions during the past two 
years. J. Leslie Williams con- 
tinues in the position he has held 
since 1946, as publicity and ad- 
vertising director of M-G-M 

* * * 

Bob Colman, director, Colman, 
Prentis & Varley Ltd.. is back in 
his office, although he is not fully 
recovered -from the accident he 
met with last year when his leg 
was broken. 

* * * 

Following the 
of Food Ministry 
C.o.L. H. William Voigt (for 
over three years M.o.F. Press 
advertising officer) has joined the 
C.o.l. campaigns division. A 
former agency account executive. 
he had been for some _ years 
Wales and Midland publicity 
organiser, Coal Utilisation Coun- 


recent transfer 
advertising to 


> 
™ 
] 


The cricket stars of S. 
guests of their clients, 
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H. Benson Ltd., 
Morlands of Glastonbury. 


Gerald Samson 


cil. before the Food 


Ministry. 
~ 


joining 


* * 

Col. O. V. Viney, T.D., chair- 
man of Hazell, Watson & Viney 
Ltd., is to sponsor the appeal for 
the Readers’ Pensions Committee 
for 1952 and will preside at their 
forty-ninth annual dinner. 

* * + 


Mrs. Athena Crosse, who re- 
cently resigned from the joint 
managing directorship of John- 
son, Crosse Ltd., has joined her 
husband as partner in Mathew 
Crosse & Associates, public rela- 
tions consultants. Gerald Sam- 
son, an associate in the firm for 
the past two years, has been 
admitted to full partnership. 
(See Mainly Personal, page 566.) 


George Thomson (left), 
sales manager of Rotaprint, being 


presented with a 
watch by V. 
director, on the 
retirement. Thomson was the 
owner of “Rota” the 
he raised in a 
hack garden 

Winston Churchill. 


occasion of his 
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and Cheddar Gorge. 


R. B. Sawrey-Cookson 


general 


gold wristlet 
H. Cousin, managing 


lion which 
cage in his 
and presented to 


H. W. Voigt 


E, Victor Williams, a civil 
servant in Llandudno, is to be- 
come publicity manager for the 
town in succession to F. W. 
Jefkins, recently appointed assist- 
ant secretary of the Advertising 
Association. Mr. Williams is 28. 
During the war he served in the 
R.A.F., and afterwards became a 
tax officer in the Inland Revenue 
Department at Llandudno. 


OBITUARY 
Hamilton Fyfe 


Mr. Hamilton Fyfe—special 
correspondent. critic, and editor 

died last Friday aged 81. 

Well known in Fleet Street for 
50 years, he joined The Times 
at the age of 17. Subsequently 
he ‘edited and reorganised the 
Morning Advertiser; transferred 
to the Daily Mail; made journal- 
istic history with his account, for 
The Times, of the retreat from 
Mons; and took over the editor- 
ship of the Daily Herald in 1922. 


He was next with the Daily 
Chronicle, until it amalgamated 
with the Daily News, and from 


1930 onwards was a contributor 
to Reynolds News. 


W. T. LeCrerar 


The death occurred in Leicester 
last week of Mr. W. T. LeCrerar. 
industrial and military correspon- 
dent of the Leicester Evening 
Mail. He was 56. 

Mr. LeCrerar, known all over 
the Midlands as “Tiny.” was a 
regular guest at meetings of 


Leicester's Publicity Club and the 
functions of the Leicester branch 
of the Incorporated Sales Mana- 
gers’ 


Association. 
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Among the better-class media Weldons 
Ladies’ Journal holds a favoured place. 
Favoured by the woman who is fashion 
and beauty conscious . . . who is house- 
proud and alert for new ideas. Favoured 
for its magnificent floral covers and 
colour pages ... Yes, and for its adver- 
tising too! It is a fact that advertisers 
obtain a first-class response from 
Weldons Ladies’ Journal . . . the 
magazine in which women have more- 
than-average confidence. 


PHOTOGRAVURE 
PAGE RATE £160 
1/3 MONTHLY 
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A. W. BURNETT, ADVERTISEMENT DIRECTOR, WELDONS LIMITED, 39-32, SOUTHAMPTON STREET, LONDON, W.C.2 
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Film Poster Censorship 


EWS that the film industry is co-operating with other 
N authorities in a move to “clean up” cinema poster publicity 
will be welcomed by the advertising business. 

Approval of this move need not imply endorsement of all recent 
strictures on film posters. There is always a tendency for those 
who condemn on moral grounds to represent as indecent what is 
merely in questionable taste. Some people are very easily shocked. 
Nevertheless, such criticism must be taken seriously. The good 
name of the film industry and of advertising must be protected. 

Because there are many to-day who look for sticks with which 
advertising may be belaboured, advertising must be meticulous 
in its respect for public opinion. It cannot allow itself to be re- 
garded, however unjustifiably, as a medium for vulgar appeal. 

The British Poster Advertising Association, which has for years 
set its face against the indecent or horrific, acts wherever it can 
to ban the display of posters it disapproves, but its scope of control 
is not universal. Powers of censorship by a variety of public 
bodies tend to be inconsistently exercised. Only the cinema industry 
itself can ensure that its publicity is everywhere free from objection. 

i 


No Longer ‘Cochran’s Young 
Ladies’ 


N ADVERTISER'S WEEKLY, cheek by jowl with a recent announce- 

ment that the women’s session at the International Conference 
will discuss the question ““Are women necessary: in advertising?” 
appeared a picture of a glamorous female, wearing a swim suit, 
with the caption “*What the delegates will see . 

The juxtaposition, of course, had no intentional significance! 
The picture, as the caption went on to explain, was a still from a 
film to be shown on another occasion. As Miss Doris Richardson 
had said, the day is long past when women were regarded as 
“Cochran’s Young Ladies” of advertising. They serve advertising 
seriously on a plane very superior to that on which their enchanting 
contours advertise swimwear or Cigarettes. 

Delegates who attend the session organised by the Women’s 
Advertising Club of London will go, not in search of glamour 
(though they may well find it) but to hear an intellectually stimu- 
lating discussion. If precedent can be relied on, they will not be 
disappointed. The Women’s Advertising Club session at Margate 
in 1947 was one of the best of the Conference. 

Women have established their position in advertising just as 
men have done, on their merits as individuals. One might as well 
ask “Are men necessary to advertising?” This might, indeed, 
have been a better theme. It would have ensured a full house! 


@ Change of subscriber's address: Please inform the publishers three 
clear weeks in advance of the issue for which change of address is to 
take effect, and include present address in full as well as new address. 
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To-morrow’s Topics 


Press attacks on 
advertising 


BLIQUE attacks on adver- 

tising which have been 
appearing in some newspapers 
spasmodically during recent 
months have recently become 
more pointed. 

Latest, and most outspoken, 
suggests that there is something 
wrong with seasonal campaigns 
covering Christmas and other 
special occasions. 

Advertisers are wondering why 
journals which have been built 
up on revenue from hard-selling 
commercial campaigns are now 
taking an editorial] bite at the 
hand which has fed them so well 
all along the road to power and 
prosperity. And they are wonder- 
ing what lies ahead. 

It has been suggested that some 
newspapers with mammoth cir- 
culations could live on the income 
from sales alone if they cared. 
But it is unlikely that anyone 
will try the experiment of run- 
ning a newspaper without adver- 
tisements. 

The economics of publishing 
might to-day make it possible for 
a million circulation daily to run 
without advertisement revenue, 
but the story will be different to- 
morrow when paper supplies are 
better, newspapers bigger. 


— _— —« 
World-wide efforts continue 
the search for new sources of 


newsprint supply. An_ expert 
will be arriving in India shortly 
to advise on production of news- 
print from fir and spruce trees 
in the Himalayas, while two 
Indian students are going to 
Scandinavia for practical training 
in the manufacture of newsprint. 
Production in the sub-continent 
would help to ease the world sup- 
ply position, for India now 
imports all her newsprint—60,000 
tons estimated for 1951, rising to 
about 100,000 tons in 1956. 


Wool labelling 
order sought 


DVERTISING of woollen 
goods and fabrics will have 
to be modified if a move to per- 
suade the Board of Trade to 
enforce more accurate labelling 
of “wool” textiles is carried into 
effect. 
Planning this step is the Cloth- 
ing Industry Development Coun- 


cil’s trade terms committee, mem- 


bers of which are the British 
Standards Institute, the Wool 
Textile Delegation, the  Inter- 


national Woo! Secretariat, and 
the Retail Trading-Standards 
Association. 


The committee are at present 
considering what standard it shall 
recommend. It is believed that 
they will press for a wool content 
of 80 or 90 per cent in goods or 
fabrics labelled “woollen.” 

Typical of the difficulties in- 
volved is that it may be necessary 
to specify whether the wool is 
new or reclaimed; the nature and 
quantity of the admixture, such 
as nylon or rayon; and the fast- 
ness of the dye, not merely in 
the material, but also in the 
thread used in sewing. 


_— — _— 

The Advertising Association 
report on advertising expenditure 
in 1948—prepared with the co- 
operation of 1.8.B.A. and other 
organisations—will not, after all, 
appear before the International 
Conference is held. New date for 
publication is September. All the 
figures are in the hands of the 
Advertising Association, but time 
has not been found to analyse 
them. 

—_— 


Production costs 
peak in sight 


HERE are signs that condi- 
tions in the market for paper 
other than newsprint are about 
to undergo a marked change. 
Economies, and c hanged 
reading habits brought about by 
recent selling price increases, have 
led to considerable circulation 
falls and the impending death of 
some journals. Easing of demands 
for paper must soon be felt to 
a degree that will eventually, but 
inevitably, be reflected in prices. 
The element of supply and 
demand may well become effec- 
tive before the end of the year. 
And when that happens the costs 
peak will have been surmounted. 
This does not mean that overall 
production costs will plunge back 
to normal, for wages, ink and 
metal prices have not yet reached 
their top levels. Nevertheless, 
there are indications that the pub- 
lishing and printing industries are 
beginning to move towards the 
road back to economic sanity. 
The journey will be painful for 
many, fatal for some. 


ROUND TABLE 


WwW. PLAYER LTD 


30 FLEET STREET - LONDON E.C.4+ CENTRAL 2786 (3 lines) 


The London Office of some of the best media in the country 
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Here’s further proof of Vanity Fair’s 


“.....exceptional 
pullin gs power ” 


up 
MOORE Cones 


. tad 
. Toi valle. Sy. 
— Co fee Macnee v, 


The ‘ exceptional pulling power ’ of 


Vanity Fair the fashion and beauty magazine 


that appeals exclusively to the younger, smarter woman, 


costs only £100 a page in black and white, £150 in colour. 


THE NATIONAL MAGAZINE CO., LTD., 26:30 GROSVENOR GARDENS. LONOON, S.W.t 
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To Open Another 


By VERONICA NISBET 


NONYMITY is seldom 

sought as the price of 

success. ‘Volume sales 
achieved in Canada” is, one 
would imagine, a record the 
average exporter would be proud 
to claim. Yet the firm with 
which this article is concerned 
deliberately preferred to remain 
incognito. 


Restrictions 


Close S. Africa 


The story begins in 1948 with 
the imposition of a series of new 
import restrictions in South 
Africa. The Midlands company 
concerned was an enterprising, 
medium-sized firm manufacturing 
infants’ and _ children’s wear, 
whose flourishing export trade 
was halved overnight by the 
sudden change in government 
policy. Their dilemma can be 
stated very simply—should they 
close down a factory which had 
recently been opened to satisfy 
an expanding business, or should 
they adopt the more difficult 
course of finding a new market 
for their garments. Exports to 
dollar areas would provide a wel- 
come and attractive solution, but 
with no previous sales experience 
of Canada or the United States, 
the company were correspond- 
ingly vague about prospects in 
the two countries. 

Not very surprisingly, the 
directors did not immediately 
think of market research. Their 
first step, on the contrary, was to 
take their range to a number of 
overseas buyers in Manchester 
and London, buyers who chiefly 
represent the large department 
stores in Canada and the States. 
While reaction to price was good, 
styling and fabrics were criticised. 
A few orders were received but 
the resulting volume of business 
would clearly not allow them to 
maintain the new factory at an 
economic level. 

Many firms would have given 
up at that juncture, feeling that 


the great bulk of business in the 
two countries was closed to them. 
In this instance, personal feelings 
to some extent overruled the 
arguments of economic common 
sense. Relations between man- 
agement and workers were 
exceptionally good, and it was a 
matter of individual concern to 
the company to see their sewing 
and cutting hands faced with un- 
employment. With their low 
production costs, in part a reflec- 
tion of this effective relationship, 
surely they could compete in 
dollar markets if style and 
materials were right. Adopting 
a policy of “faith, hope and 
charity,” the directors took the 
decisive step—they would keep 
their workers standing by while 
they gambled on breaking into 
one of the dollar markets with a 
specially designed range. 

First, obviously, they had to 
determine whether Canada or the 
United States would provide the 
better market, or whether either 
would be practicable in the long 
run. Should they send their 
designer or sales manager for a 
brief and perhaps unsatisfactory 
visit, or was there some other 
way in which they could obtain 
the preliminary information more 
economically. 

It was at this stage that the 
firm decided to make an initial 
experiment with market research 
and turned to the British Export 
Trade Research Organisation for 
advice. 

After consultation with Betro, 
the company were confirmed in 
their original opinion. On the 
face of it, the best opportunity 
lay in Canada, a country recep- 
tive to British goods where 
English lines of infants’ and 
children’s wear had already 
achieved a name for quality, and 
where the tariff favoured British 
products. Before making any 
definite plans, it was decided that 
the most inexpensive and effec- 
tive method of obtaining the 
necessary information would be 
to undertake a limited trade 
survey in Canada. The resulting 
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One Market Closed: But Research Helped 


When South Africa introduced a wide range of import 
restrictions in 1948, a Midlands firm making 
garments found itself faced with the alternative of closing 
a new factory or of finding a market to absorb at least half 
their export production. This is the story of how, with the 
aid of a detailed marketing research, they entered the 
Canadian market. Their success is indicated by the fact 
that they have had to open yet another factory. 


children’s 


investigation was designed to 
accomplish two main objectives 
—first, to acquire practical guid- 
ance for the company in design- 
ing their new range, and second, 
to enable them to decide on 
questions of trade practice and 
distribution. 

The mechanics of the survey 
can be briefly described. A small 
sample of stores buyers in 
Montreal, Toronto, Winnipeg 
and Vancouver were interviewed 
from a representative selection of 
outlets including department 
stores, medium sized clothing 
stores and children’s speciality 
shops. They were shown samples 
of the company’s existing gar- 
ment range and their detailed 
comments about price, styling 
and finish were recorded by 
questionnaire. 


New Designs 
For Canada 


At the same time, buyers were 
shown swatches of alternative 
materials and trimmings and 
asked to state their preference in 
fabric, finish and colours for 
each garment. Wherever possible, 
they were asked to illustrate 
their answers by reference to 
their own best selling lines. At 
the conclusion of the interview, 
a number of these “best sellers” 
were purchased for the company 
to examine in conjunction with 
their reading of the final report. 

During the course of the same 
interview, trade information of 
genera] interest was obtained for 
the company. Such questions as 
preferred methods of importing, 
packaging and labelling pro- 
cedure, normal trade terms and 
delivery dates expected, were 
fully covered and reported on. 

The company had commis- 
sioned the survey in a spirit of 
enterprise. More important, they 
were prepared to act on its find- 
ings—to redesign their lines 
where necessary, to use the fabrics 
favoured in Canada, and to con- 
centrate on producing the gar- 


ments in greatest demand. Direc- 
tors, sales manager and designer 
conferred, considered and de- 
bated the findings, adapted and 
acted on the recommendations. 
The new range, especially de- 
signed to suit Canadian tastes, 
was the product of their joint 
endeavour. 

The new range concentrated 
on their quality lines where com- 
petition from domestic and 
American firms was least severe, 
and where low production costs 
meant prices could be more than 
competitive. White and pastels 
in plain colours were adopted in 
preference to the prints fashion- 
able in England, smocking was 
used rather than the more elabor- 
ate embroidery favoured in the 
home market, raglan sleeves were 
inserted instead of plain ones. 
The astute reader will realise that 
no trade secrets are given away 
in this article. The survey was 
carried out in 1948, nearly three 
years ago. Since that time, the 
company have not made the 
mistake of sending “old 
fashioned” lines to a style con- 
scious market. Fashion trends 
are watched attentively and 
alterations in design effected 
whenever necessary. 

When the new range was ready 
in the spring of 1949, the com- 
pany made the further investment 
of sending their sales manager 
and designer to Canada to sell 
their lines across the Dominion. 

The volume of orders resulting 
was staggering for a small firm— 
£12,000 for the first year, from a 
market survey and a sales tri 
which together had cost well 
under £1,000. 

To-day, with two successful 
years behind them, the company 
have not merely maintained their 
trade with Canada—they have 
had to open a new factory to 
deal with the increased demand. 
Their continued success can be 
attributed to any number of fac- 
tors—not least, their continuing 
use of market research methods 
to check on the efficiency of their 
distribution and to keep them 
informed of fashion trends. 
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Giving the masses what 


Victor Canmi 


— 


One of the most popular authors of the day, Victor Canning, 
is typical of the high level of JOHN BULL’s contributors. His 
latest novel, “ Venetian Bird,” is now being serialised in 
JOHN BULL before publication in book form. JOHN BULL’s 
over a million mass market families, who, despite rising 


costs, now have more money to spend. are a profitable field 


for everything needed for the family and home. 


Weekly net sale over 


‘1.000.000 
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HILIP EMANUEL, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98, LONG ACRE, LONDON, W.C.2. ALL-ROUND VALUE AND A SQUARE GUARANTEE FOR A STRAIGHT LINE 4 
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Extensive arrangements have been made for young 
people to attend the International Advertising Con- 


ference as youth scheme delegates. 
them is among the mass of speakers. 


Yet only one of 
So here PAUL 


TOWNSEND, who is a junior executive in the adver- 
tising department of Glaxo Laboratories Ltd., tells— 


How The Young ’Uns Can Help 


UNIOR advertising execu- 
tives, unglamorised and 
unglorified, often shoulder 
heavy and exacting responsi- 
bilities in the promotion of their 
firm’s products. 

“Smooth running” is_ their 
objective. 

Inspired by the urge “to go one 
better,” the youthful executive is 
frequently frustrated, seemingly 
deliberately, by the “experienced 
diehards” of his company. He 
finds that he must curb his 
enthusiasm and introduce his 
ideas and new methods gradually, 
rather than launching elaborate 
schemes with an _ exaggerated 
initial flourish. 

Here are some ideas on how 
that smooth running can be 
achieved, how the young execu- 
tive—if one might call him that 
—can pull his weight in his 


organisation, 


and, incidentally, 
make his 


presence felt. The 
executive responsible for 
easy and efficient flow of 
work through the advertising 
department cannot hope to 
remember dates when a job, a 
certain piece of promotion litera- 
ture, for example, is required 
from the printers in time to 
coincide with a sales campaign. 

What is the best method of 
tracking and progressing a steady 
stream of jobs to ensure that all 
material is ready in time for the 
purpose and destination for which 
it was originally intended, asks 
the junior executive of himself. 
And his solution may be the “job 
envelope,” a large envelope 
which tabulates step-by-step the 
necessary stages through which 
each job must pass. 

All the relevant departments 
and stages must be recorded on a 


Kents Own Picture Paper 


SOUTH EASTERN 


GAZETT 


HEAD OFFICE - - MAIDSTONE 


80 FLEET STREET 


sheet of notepaper, typed and 
fastened to the front of the 
envelope. For instance, the 
following method might be 
adopted by some firms. Date 
when sent to copy section, date 
when required from copy section. 
The “job envelope” should then 
go to the creative staff for the 
necessary presentation work. A 
suggested date is inserted intimat- 
ing when the job will be required. 


Warn The Print 


Buyer In Advance 

Once copy and studio have 
been visited the print or produc- 
tion section must receive the 
envelope. The importance of 
planning ahead at this stage is 
paramount, and the “envelope” 
should state quantity of material 
required. Space should be left 
for copy and studio managers to 
insert constructive and helpful 
suggestions for printing the job. 
The print buyer should be given 
adequate warning about the 
forthcoming job at its initiation, 
thus giving him sufficient time to 
find a printer. 

At all stages the “envelope” 
should first be returned to a 
traffic centre or to an executives’ 
department, its data being 
recorded in a ledger. Each day 
the book should be consulted and 
appropriate hastening action 
taken with jobs that are suffering 
delay. 

Each section of the advertising 
department may need assistance 
from—well, why not from the 
young executive—in organising a 
simple workable system for 
facilitating the smooth running of 
the “envelopes” at copy, studio 
and print levels. Any administra- 
tive responsibility connected with 
the words “smooth running” 
should start the advertising execu- 
tive thinking—and helping, quietly. 

Details can, of course, 
adjusted to suit the size of the 
organisation and volume of work 
handled. 

Naturally, people accustomed 
to haphazard methods will con- 
tend that systems of this kind will 
not work. They will put up fierce 
opposition. But I can assure the 
doubtful and despondent that 
this scheme, not only will work, 
it has worked. 

The young executive must 
persevere and be in readiness to 
support his system with all the 
energy he can muster. He will 
undoubtedly gain the approval of 
his superiors, if the firm is worth 
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its salt. In advertising as in 
almost everything else, promotion 
and recognition come only to 
those who show determination 
and the capacity to put in more 
than they take out. 

Budgetary control is another 
field where the young executive 
might well assume responsibility. 
This, incidentally, is a matter 
very near to the heart of the 
chairman and board of directors. 
The more efficient the system of 
control the higher they value it— 
and you! 

Budgetary contro] ensures that 
not a penny is spent above the 
appropriation. Far more impor- 
tant, however, is the fact that it 
makes certain the money allotted 
by the board will be spent to the 
best advantage. The word “con- 
trol” is by no means the best, and 
I would prefer the term budget- 
ary “breakdown” or “analysis.” 
If the best is expected of a sum 
of money, then at some time or 
other, when either an increase or 
decrease is regarded as necessary, 
it must be analysed. It will then 
be realised that certain sections 
are more essential than others. 

Split the advertising appro- 
priation for the full or half year 
into its various heads and esti- 
mate your proposed expense 
limits for each section. Estimates 
might include the various media 
and department salaries, postage. 
carriage, etc. They will cover 
broadly the costs which your ad- 
vertising involves. Keep your- 
self well informed about pre- 
vailing costs and possible future 
rises. Be careful not to under- 
spend. 


Get The Chief 


Accountant’s Help 

Each invoice which you ap- 
prove and initial should bear the 
name of one of the headings 
before going to the accounts 
department for payment. Arrange 
with the chief accountant to pro- 
vide you with monthly totals. 

An elaborate plan is quite un- 
necessary. An unwieldly, compli- 
cated system helps no one, least 
of all yourself. Everyone in- 
terested should be given oppor- 
tunity to see how the money is 
beine spent, for this gains their 
confidence and encourages their 
co-operation. 

It is obvious that budgetary 
control ensures that a guiding 
plan is being followed, and you 
are protected against the sudden 
and disconcerting discovery that 

(Continued on page 539) 
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The year’s most important issues of 
the leading radio, television and electronics journal 


September. . SHOW GUIDE 


Published August 28 and on sale at the Radio Exhibition, 
this special number of WirELEss WorLp will be studied 
keenly at home and abroad. Readers in every part of the 
world will value its comprehensive picture of current 
activities in the British radio, television and electronics 
industry. Make this important issue a permanent record 
of your products for the world’s buyers! 


The main source of reference 
for the world’s manufacturers, 
buyers and technicians. 


DORSET HOUSE - STAMFORD STREET - 


LONDON - 


October... SHOW REVIEW 


The SHow Review, out September 25, will provide an 
eagerly awaited appraisal of the latest trends in radio 
television and electronics, with critical surveys showing the 
importance to be attached to developments in these various 
spheres. This issue will form an invaluable record of the 
achievements of Britain’s radio industry in 1951, and a 
constant source of reference for readers everywhere. 


WATERLOO 3333 (60 LINES) 
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INTERNATIONAL ADVERTISING CONFERENCE x GREAT BRITAIN 1951 
JULY 7—13 


* MiMing aM, 
Fi 
Al EN PAk 


AND STARLIGHT ¢ RD 


* 
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ORGANIZED BY THE ADVERTISING AND PUBLICITY CLUBS 
ADVERTISING CONFERENCE - WED. JULY 11 AT 9.15 p.m. 


NGHAM 


Midway through the International Advertising Conference of 1951 there 
comes an event unique in itself, but which, by its setting alone, promises 
to be one of the most memorable of any in the Conference social pro- 
gramme—THE BALL AND STARLIGHT GARDEN 
PARTY AT THE HURLINGHAM COUNTRY CLUB 


A great occasion, organised by the Advertising and Publicity Clubs 
and Associations of Great Britain as a main contribution to the 


Conference. 


Here, in floodlit grounds, in a flower laden riverside garden and 
beneath a blue summer sky, there will be a multitude of pleasures and 
uncommonly good company for you and your family and all their 

aie gow” friends to enjoy. 


fy 


The HURLINGHAM BALL is a function ALL advertising 
people and their friends can attend without being a registered delegate 
to the Conference. If the number of applications for tickets exceeds 
those available at the time, priority will be given, wherever possible, to 
registered delegates and to members of advertising and publicity clubs, 


whether home or overseas. Tickets are 2 Guineas each. 
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Yorkshire S.D.M.A.A Suggests— 


A.A. Should Sponsor Postal 


Course For Diploma 


The fundamentals of what is considered to be a workable 
correspondence training scheme for the Advertising Association 
Diploma Examinations have been submitted to the A.A. by the 
Yorkshire Branch of the Society of Diploma Members. If these 
proposals, explained here by G. S. HIRST, were accepted, the 
A.A. would assume complete responsibility for the training of 


entrants into advertising. 


YP correspondence course 
proposed should not prove 
expensive either to organise or 
to control. Indeed, students’ 
fees would be lower than those 
demanded by existing corres- 
pondence schools and yet allow 
a small margin of profit to the 
Advertising Association. 

Doubters may ask how an 
educational course can be inex- 
pensive and yet provide “the 
individual tuition” atmosphere so 
absolutely essential to all types 
of postal study. The answer can 
be given by mentioning three 
major economies—the three im- 
portant points on which the 
scheme is based: 

(1) No special pamphlets need 
be written—all text books 
are in print and would be 
bought by the _ student 
through the A.A. 

(2) The marking of all test 
papers (a very important 
part in any type of corres- 
pondence course) would be 
undertaken by part-time. 
nominally paid, or volun- 
tary invigilators, many of 
whom would be recruited 
from the S.D.M.A.A. 
ranks. 

(3) The central office need not 
be large; a small staff 
could carry out the routine 
work of forwarding test 
papers to students, invigila- 
tors, etc., acting mainly in 
a liaison capacity. 

The following are among the 
reasons why the “Yorkshire 
branch of S.D.M.A.A. hope that 
the A.A. will adopt their pro- 
posals: 

(1) The adoption of a corres- 

“  pondence course at once 
removes all necessity for 
reliance upon_ evening 
classes and thus would be 
of great value to all 
students in the provinces 
whose work takes them 
about the country. 

(2) It would ensure continuity 
of study under almost any 
conditions. 

All instructions provided 

would be accepted as from 

an obviously authoritative 

source, 

(4) Instructions would be kept 
up to the minute. 

(5) A course organised by the 
Advertising Association 


3 


> 


would be a direct encour- 
agement to students and to 
the recruiting of the right 
type of person. 

In due course the Diploma 
itself would undoubtedly 
demand greater recognition. 
Publicity clubs and 
S.D.M.A.A. members 
throughout the country 
would be able to act as 
liaison officers for the 
Advertising Association to 
assist students with any 
problems which may arise. 

It has been suggested that a 
correspondence course cannot 
take the young entrant to adver- 
tising through the four examina- 
tions to the Diploma. 

But the writer, who originated 
the scheme, obtained his Diploma 
by using the text books recom- 
mended and the study methods 
outlined in the proposals. 
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JUNIOR EXECUTIVES 


(Continued from page 536) 


your reserves are too small to pay 
the architect’s fee for an exhibi- 
tion stand. It dissipates confidence 
when an item like that has to be 
explained away to your board. 

Relationship with the advertis- 
ing agents is a very :mportant 
factor in the effective execution 
of your firm's advertising policy. 
Make friends with their accounts 
executive and give him back- 
ground to your firm’s and your 
own problems. To be stoic and 
dictatorial to an agent in these 
enlightened days is “old- 
fashioned,” a stigma every young 
advertising executive should wish 
to avoid. 

If there is a new agency execu- 
tive on your account, introduce 
him to the sales manager, the 
chairman and directors, to make 
them share your confidence in the 
agent. It is wise, also, to have him 
at the annual representative's 
conference, for he can often ex- 
plain with conviction just what 
the advertising means in support- 
ing the sales force and its value 
to the company. 

At the same time you are re- 
vealing your ability to act effici- 
ently as a junior advertising 
executive, and showing that you 
are anxious to discard the prefix 
“junior” as soon as ever possible! 
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why... 


do all 2,032 local authorities use the 
MUNICIPAL JOURNAL & PUBLIC WORKS 
ENGINEER for contacting each other? 


Why do they turn immediately to the Journal 
when advertising for TECHNICAL OFFICERS 
—the men responsible for BUYING? 


Because they know that it is the only publica- 
tion that is reaad—WITHOUT FAIL—by all 
these officers—-EVERY WEEK... . 


How do they know this beyond any shadow of 
doubt? 


BECAUSE THEY READ THE JOURNAL 
THEMSELVES AND BECAUSE THEY 
HAVE PROVED BY RESULTS THAT NO 
OTHER PAPER HAS A COMPARABLE 
OFFICIAL READERSHIP. 


how eve 


does this affect you and your clients? .. . It 
means you can be certain that, however small 
(or large) the appropriation, it is MOST 
EFFECTIVELY SPENT in 


d 
PUBLIC WORKS ENGINEER 


ee. : 


. 


MUNICIPAL JOURNAL an 


3/4 Clements Inn, London, W.C.2. 
Tel: HOLborn 2827. 
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POST YOUR PICTURE TO 


Ten thousand pounds to be won! 
Prizes of £1,000, £100, £5— and £5 
for every reader’s snap we publish! 


POST YOUR PICTURE TO 


£100,000 promotion. Big weekly campaigns 
in the Radio Times, in Nationals, 

in Provincials. A million leaflets 
distributed to chemists. Picture Post 

cars touring the country — broadcasting 

the competition news. The Picture Post 
Picture Girl at every big holiday resort 

in turn. £100,000 promotion! 


PicTURE 
\ 


POST YOUR PICTURE TO |'J@\) | 


Everyone will will be doing it. Soldiers, 


sailors, rich men, poor men, clients, agents... 
everyone from Land’s End to John O’Groats. 


POST YOUR 
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I am nag | 


| 


POST YOUR PICTURE TO OS 


Why not have a go for 

these prizes yourself? 

That snap you took last week 
— lying in a drawer — enter it! 
You have nothing to lose 

and everything to win! 


POST YOUR PICTURE TO 


Opening announcement was 

in last week’s Picture Post. 

Full details (of the prizes, 

of the many groups for which 

you can enter, etc.,) 

appear in this Wednesday’s issue, too. 
Join in the great summer 

long competition now. 
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PICTURE TO |'J0* 
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Next-Matter Ads: 


This Tug-Of-War May Not 


Be Necessary 


© what extent is it sound 

practice to intersperse adver- 
tisements with editorial in trade 
and professional journals? This 
is a question to which no gener- 
ally accepted answer has yet 
been found. It is the cause 
of continual conflict between 
editorial and advertisement 
interests. 

Advertisers tend to insist on 
special positions, or at the least, 
positions next to editorial; their 
claims are opposed by editors, 
who hold that such concessions 
to the advertiser, if allowed to 
dominate make-up policy, are in- 
consistent with clean and attrac- 
tive editorial presentation. To 
reconcile satisfactorily these 
antagonastic points of view is 
difficult in the extreme. 

Some light has, however, been 
thrown on the problem by 
American research. In a Printers’ 
Ink article, Roy Eastman, of the 
Eastman Research Organisation, 
states as a fundamental this 


By a correspondent 


result of his investigation of 
business paper reading: 

The editorial content of the 
book is usually responsible for 
getting the reader inside the 
book, but it does not function 
at all in delivering the readers 
to the individual advertisement. 
If this be accepted, then the 

whole case for special and “next 
matter” positions goes by the 
board. But as it is a highly argu- 
able proposition, it is interesting 
to see how Mr. Eastman arrives 
at it. 


33 per cent 
Looked Carefully 


He quotes figures based on the 
composite results from 34 
editorial surveys for 14 business 
and professional publications. 
These show that 70 per cent of 
readers expressed some interest 
in the advertisement pages, 
against 30 per cent expressing 
little or none; 33 per cent looked 
through the advertisement pages 


carefully, 44 per cent casually, 
22 per cent gave no conscious 
attention. 

These figures, concludes Mr. 
Eastman, discredit the theory that 
great pains have to be taken to 
capture an audience for the ad- 
vertisement pages. The audiences 
of business papers are already 
captured. 

His records also revealed that 
readers generally did not think of 
the editorial and advertising as 
different and unrelated things. 
Only about one in five had a 
“blind spot” to advertising. 

Most of the advertisement 
reading was intentional, and the 
accidental reading was largely of 
doubtful value to the advertiser, 
because it represented people who 
were not in a position to buy or 
influence buying or were not in 
the market. 

These explorations led to 
recognition of the fact that the 
advertiser's audience is seldom 
more than a fraction, be it large 
or small, of the editor's audience. 
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American research findings 
lead to the conclusion that 
advertisers in trade and 
professional journals gain 
nothing by insisting on next- 
matter positions. How does 
this affect conditions in 
this country where next- 
matter ads. are found in a 
large proportion of such 
journals? 


“To go further,” he writes, “it is 
safe to assert that no advertiser 
advertises twice to the same 
audience in the same publication 
or to go still further than that, no 
two advertisers who advertise the 
same thing in the same issue will 
be advertising to the same 
audience.” 

“This leads us, inevitably and 
inescapably, to the moot question 
of position,” he continues. His 
subsequent remarks are worth 
quoting fully. 

“We have been very much con- 
cerned with that question because 
our job is to help publishers im- 
prove and maintain the reader- 
ship or the reader impact of the 
book as a whole. Advertisers as 
a group seem to have entered into 
a conspiracy to defeat that pur- 
pose through their increasing in- 
sistence on position to the point 
where in many instances every 
advertiser has preferred position 


EXHIBITION STANDS 
DISPLAY 


“SCREEN 


PRINTING 
(* SPRINT) 


Priestleys 


PRIESTLEY STUDIOS LIMITED 


LONDON 
TRAfalgar 4277-8 


BIRMINGHAM - 


* GLOUCESTER 


Gloucester 22281-3 


Victoria 2480 


- CARDIFF 


Cardiff 2012 


MANCHESTER 


Blackfriars 3391 
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Do you entirely trust your daily newspaper ? 
. .. Does it give you the news honestly — 
or is it slick and smart ?... Does it present 
the facts fully, fairly — or has it an axe to 
grind, a party line to follow? The News 
Chronicle is free from fetters . . . It is in- 
dependent . . . Its foreign correspondents and 


home reporters have a sense of responsibility 


es! 


NEWS CHRONICLE 


THE INDEPENDENT NEWSPAPER OF TODAY 


ADVERTISER'S WEEKLY 


to the public for all that they write . 
They put first things first . . . Truth must 
not be tampered with, news must not be 
doctored . . . They are lively — but also 
reliable. You can therefore have faith in what 
you see printed in the News Chronicle. 
The News Chronicle respects its readers: 


its readers respect the News Chronicle. 


if its in the 


W. E. TOMLIN. Advertisement Director. 


BOLVERIE ST. E.C.4. 
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66 


..weneed — 
Emidictas 


The Electronic Dictation Machines which outdate all past 
achievements in the field of recorded dictation. 


With the Emidicta, you need never be held up on ‘dictation’. 
In the office it ensures a smooth flow of recorded dictation to the 
*pool’—and the work comes to the Typists who freed from calls 
for dictation can devote their whole time to their real job—typing ! 
The Emidicta makes everybody's job easier—gives greater efficiency, 
increased output, less strain. 


@ Dictation and Transcription at any speed. 
@ Records on magnetised paper discs—called Emidises. 
@ Discs erased magnetically—and usable over and over again. 


A product of the E.M./. Group (His Master's Voice, Marconiphone, 
Columbia, etc.), past masters in recording and sound reproduction. 


p——— — SEND COUPON FOR FULL DETAILS. —.— —, 


To EMA. Sales & Service, Lid.. Emdicta Division, Dept. 1. 
194-357 Oxtord Street, London, W.1, Phone: Mayfair 8591, Grosvenor 7127/8 l 
Name 


Address 


Next-Matter Ads—continued. 


with the consequence that nobody 
has it. This extreme intermingling 
of advertising and editorial the 
reader definitely does not like, 
and he frequently says to us: 
“Why do they do this to me! I'll 
read the advertising anyway.” 
However, his protests have been 
getting weaker and weaker during 
the past ten years, and now he 
almost takes the thing for granted 
as a necessary evil just as we do 
the income tax. 

“We have made repeated 
checks on the influence of posi- 
tion of ever sort on the attention 
given the advertising, even to its 
visibility, and we think we have 
made these checks more 
thoroughly and comprehensively 
than they have ever been made 
before. We have never found 
that position of any kind served 
to improve the attention to the 
advertising by the people the ad- 
vertiser wanted to reach, and only 
in rare cases that it had any 
effect on the visibility. As a 
matter of fact, the only effect it 
usually does have is that what 
the advertiser considers the 
choicest position, namely next to 
important reading matter, actu- 
ally results in a slight decrease in 
visibility. That stands to reason 
as the advertiser has only bought 
strong competition with his own 
message. Even on the matter of 
reader traffic we have usually 
found that reader traffic in busi- 
ness papers is higher on the ad- 
vertisement than on the adjacent 
editorial material.” 


Findings Should Be 
Valid Here, Too 


So much for Mr. Eastman. His 


| findings are based on an assess- 


ment of reader behaviour which 
should be as valid in this country 
as in the U.S.A. despite certain 
differences of publishing practice. 
He claims to have ascertained the 
preference of the reader, who 
should in theory be the final 
arbiter. His case is one, not 
against the value of special posi- 
tions within reason, but against 
cluttering up a publication with 
advertisements that annoy the 
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reader because they detract from 
the ease and pleasure with which 
he can read the editorial. But 
publishers measure reader re- 
action by the sales curve, and 
unless that falls they are unlikely 
to be unduly sensitive to the 
revelations of readership research. 
The voice of the advertiser, 
demanding next matter positions, 
iS sO much More insistent and the 
peril of ignoring that voice so 
much more imminent. 


No Easy 


Weaning 

Neither British nor American 
advertisers are likely to be easily 
weaned from their traditional 
view that preferential positions 
are worth getting, even, in many 
instances, at an enhanced price. 
Nor are publishers likely to 
sacrifice readily the extra revenue 
that thereby accrues. Some special 
positions—for example, those on 
the front and back cover, and 
opposite the opening editorial 
page, are clearly advantageous to 
the advertiser, and are open to 
no editorial objection. 

Insistence on “next matter” 
positions is a different proposi- 
tion. It is this that is inconsistent 
with modern editorial ideas, that 
may repel the reader and so make 
it harder to get him “inside the 
book.” Here Mr. Eastman’s 
inquiries and conclusions merit 
serious consideration. Should 
they be accepted by advertisers, 
it is certain that publishers could 
do a better job editorially from 
which advertisers themselves 
would eventually benefit. 

Finally, one conclusion emerges 
that can be stated in the con- 
fidence that few will quarrel with 
it. That is that the degree of 
attention an advertisement can 
expect in a trade or professional 
journal will depend far more on 
the advertisement itself than on 
its position. 

If the advertisement has some- 
thing to say, tells readers some- 
thing they are interested to know, 
and presents its message distinc- 
tively, it will be read wherever 
in the volume it may be placed. 


SRITRINS MOST POPULAR 
FURNITURE POLISH! 


| This new composite window or counter display unit for Lavendo 
| furniture polish has been designed by Sindall & Baker (Publicity) Ltd., 
| in conjunction with the advertising department of Wm. Wren Ltd., 
| for the grocery and allied trades. 
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VOGUE 


now guarantees its advertisers a 


1395 000 


Vogue's advertising rates will therefore be raised in accordance with this 


new, higher figure: but revised rates will not take effect until the September 


issue. New rates will apply only to new contracts placed after 15th July, 1951, 


Full particulars from 


The Advertisement Director, 


THE CONDE NAST PUBLICATIONS LTD., 37 GOLDEN SQUARE, W.1. 
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best for the baby market? 


A giant national weekly proves BEST in a specialised field! While WOMAN’S OWN is 


producing a nationwide response from mothers for COW and GATE, it is also selling a 
: 


score of other products with equal force! WOMAN’S OWN dominates each section of its 
vast market. A deeply rooted sales influence among Britain’s families it drives your product 
b 


' 


home and pulls the results. And the COW and GATE letter is only one example of 


WOMAN’S OWN marketing power. | Every week in homes covering the whole nation 


this great weekly is pulling similar results for other leading advertisers. 


. . a . 
Every effort is being made to meet demands on space but advertisers 


who wish to have full continuity of announcement in WOMAN’ S OWN 
for Autumn and Winter campaigns are advised to settle their needs NOW. 


STUART MANDER, ADVERTISEMENT DIRECTOR, GEORGE NEWNES LTD., 
Tower House, Southampton Street, London, W.C.2. Temple Bar 4363 (40 lines) 
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SINGULAR SUCCESS 


In every town of importance in England and Wales there are National 


Solus Sites. They stand apart, free from the jostling of competing advertising, 
carrying their message straight to the people in busy streets and shopping centres. 

A poster on a National Solus Site cannot fail to make its mark. Today, 
all the most famous advertisers have posters appearing on National Solus Sites— 


doing a better selling job at a lower cost. 


NATIONAL SOLUS SITES LIMITED 


56/60 STRAND, LONDON, W.C.2 
Telephone: TRAfalgar 4922-3-4 
DIRECTORS: T. A. ALLAM (Managing Director) S. Es. CARTER o. © Seren 


MEMBERS OF THE SOLUS OUTDOOR ADVERTISING ASSOCIATION LTD 
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ADVERTISER'S WEEKLY 


OUTDOOR ADVERTISING 


‘Advertiser’s Weekly’ Starts This Week A New Monthly Series Of Poster 
Reviews In Which Current Productions Are Criticised, As— 


STUART LEWIS LOOKS AT POSTERS 


famous “Black Widow” 

poster put out by the 
Ministry of Transport about 
four years ago. The poster 
showed a sad, veiled woman 
against a purplish background, 
with the then-current slogan 
“Keep Death Off The Road.” 
It was a_well-drawn, well- 
designed poster, and no doubt 
gained much attention from the 
death-defying public. 

But the Widow did more than 
that. Among advertising people 
she caused considerable dissen- 
sion and some emotional havoc. 
Many claimed that she was the 
best and most courageous piece 
of advertising to appear in years. 
Others branded her as a very 
dangerous woman, who would 
wring the hearts of the bereaved 
and do little to reduce road acci- 
dents. No one was lukewarm 
about the lady. 

As a result of the bitter con- 
troversy which followed—involv- 
ing Parliamentary questions and 
accusations of blasphemy—the 
Widow herself met an untimely 
end. Yet the fact remains that the 
poster was a landmark in post- 
war advertising. It demonstrated 
that someone was prepared to 
sponsor a good if controversial 
advertising idea, to take a small 
chance instead of playing dread- 
fully and drearily safe. And 
whether or not it was sound 
policy to bring death so near to 
the kerb, the poster served one 
useful purpose. It made adver- 
tising people think, talk, argue, 
stroke their beards and bang their 
desks. 


Fi will have forgotten the 


* * * 


WHERE IN POSTER advertising 
to-day do we see such evidence 
of courageous planning and effec- 
tive execution? 

The Murphy Television poster, 
which was among 15 selected in 
the Festival of Britain competi- 
tion, is a distinguished example. 
It is a development of the “frame” 
idea which Murphy have already 
used in at least one other way. 
This time the frame is set against 


a greenish-blue airbrush back- 
ground, which immediately con- 
veys the impression of a night 
sky and gives a remarkable effect 
of distance. The inside of the 
frame—in the familiar shape of a 
TV screen—is distorted on the 
left and right to become the 
formalised profiles of two smiling 
viewers, a man and a woman. 
This is a simple but excellent 
idea—brilliantly carried out. What 
a far more lively and imaginative 
way of saying “family viewing” 
than, for example, a group of 
proud owners seated self-con- 
sciously round the well-dusted 


set! 
* * * 


No pousBT SOME readers are 
already visualising the writer of 
this article as a chap with bobbed 
hair and a velvet suit, who for 
Art’s sake would advocate the 
Murphy technique (or something 
no less shamelessly surrealist!) 
for every product on the market. 
That’s all very well, they'll be 
saying, as reminder stuff for tele- 
vision—a high-priced product and 
a very infrequent purchase. But 
what do we do when we come to 


No curly-headed child 


“Mmmm!” 


saying 


mundane things like groceries, 
cigarettes or sweets? 

The answer is, of course, that 
to a good designer nothing is 
mundane. Just as a good copy- 
writer “adds” something to his 
product which it did not Possess 
before, so a good designer invests 
it with a new magic which is hard 
to define but easy to see and feel. 

Take a look, for instance, at 
the poster for Smarties. Very 


GUIDE FREE PROM PUBLICITY BOX |, TOWN HALL WORTHING 


_ FAST ELECTRIC TRAINS = 
Bs FROM VICTORIA 


oe 


Worthing — or Blackpool, or 
Felixstowe. 


likely before this poster was de- 
signed, a decision was made to 
appeal mainly to children; almost 
certainly it was agreed that the 
product should be shown; and 
from then on it was up to the 
artist to make a good job of the 
poster. 

How did he set about it? First 
of all, he avoided the obvious. 
He did not show the all-too- 
familiar Curly-headed Child say- 
ing “Mmmm!” or words to that 
effect, with the product displayed 
somewhere or other just because 
it had to be “got in.” Instead he 
designed, in clear flat tones of 


for Griginality and 


imau 
Oe dticient Ser 


Yelce aan wus 6 112. HIGH “HOLBORN, Ww.C. 


Simple but excellent way of 
saying “family viewing.” 
colour, this jolly little girl with 

pigtails. 

Well there is a poster with 
human interest, which shows the 
product and its pack, and which 
will delight the eyes of children- 
in-the-street and their parents, 
too. 

* * * 

A LESS HAPPY attempt at gaiety 
is the holiday poster for Worth- 
ing, sponsored by British Rail- 
ways. Here, too, we see a little 
girl—but of a far more common- 
place type. Perhaps her badly- 
drawn apricot form will appeal to 
some parents planning seaside 
holidays. It may be that her 
rogueish eye, peeping from under 
her sun-bonnet, will attract 
thousands to Worthing. But I 
rather doubt it. 

This poster bears a horrible 
resemblance to hundreds of 
other holiday posters which have 
appeared since I myself was at the 
spade-and-bucket stage. It merely 
says “seaside” in the most pain- 
fully obvious and unimaginative 
way; and for that reason it is as 
likely (or unlikely) to attract 
visitors to Blackpool or Felix- 
stowe as to Worthing. But per- 
haps, since the railways are now 
nationalised, this does not matter 
very much—except to Worthing. 
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G._L. McLELLAN 
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NORTHERN IRELAND 
with a population approaching 1} millions 


is DAVID ALLEN country 


a} i 


Belfast (452,061)—the industrial heart of the country, Londonderry (49,307), Bangor (19,706), Portadown 
(16,958), Lurgan (15,964), Lisburn (15,291)—These six main towns and 44 other centres of population 
throughout Northern Ireland comprise an area in which the David Allen poster service has been planned 


to give unusually good coverage. Cleverly sited and impeccably maintained, your posters will command 
exceptional attention in this important market. 


All enquiries to Head Office : 


DAVID ALLEN & SONS LTD. 


7 Buckingham Palace Gardens, London, $.W.1 Telephone: Sloane 0711 Telegrams: Advancement, Sowest, London 
BELFAST OFFICE: 
58, Howard Street, Belfast. Telephone : Belfast 20409 Telegrams : Dallen, Belfast. 
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ENSORSHIP in relation 

to the poster industry 

cannot be divorced from 
the problem— if there is a 
problem at all—from censor- 
ship for all other forms of adver- 
tising. There cannot be one law 
for posters and another for all 
other forms of advertising. 

The poster industry is entitled 
to demand that if censorship is 
to be considered at all, then it 
must be in relation to the whole 
of advertising. 

It is sometimes argued that the 
poster is in a special position 
when it comes to a_ possible 
censorship. Because the poster 
is normally larger than other 
forms of advertising, it is more 
conspicuous and therefore, it is 
argued, requires special treat- 
ment. But then, the poster indus- 
try has taken more care, as an 
industry, than other branches of 
organised advertising to secure a 
greater increase of modesty! 

Need anything more be done” 

The complaints that have been 
made against posters and signs 
are entirely in relation to the 
entertainment industry. Outdoor 
publicity for theatrical and film 
shows have occasionally come 
under fire, and so indeed, has 
Press advertising for films. ‘ 

Ordinary commercial acvertis- 
ing does not normally arouse this 
type of criticism. The chief sales 
point of films and plays more 
often than not is their sex theme, 
so it is only to be expected that 
this form of advertising will show 
a tendency to be “sexy.” People 
only begin to resent this material 
if it goes too far. It is entirely 
a question of degree. And it is 
because it is a question of degree 
that the difficulty arises. 

Writers and artists are not 
generally restricted except by law. 
The libel laws are an example. 

Similarly, the average person, 
whether he is engaged in adver- 
tising or not, has a good idea that 
he is committing an offence if he 
attempts to send by mail a postal 
packet which encloses an jndecent 
or obscene print, painting, photo- 
graph or film. The statute which 
makes it an offence is the Post 
Office Act 1908, Section 63 (as 
amended by the Post Office 
(Amendment) Act, 1935). 

Newspaper proprietors, pub- 
lishers and editors know that 
they are committing an illegal act 
if they knowingly insert adver- 
tisements inviting people to send 
for obscene publications. In the 


CENSORSHIP HAS GONE FAR ENOUGH 


There has been some concern about the advertising—particularly posters—which some theatres and 
cinemas have been putting out recently, and a call for the banning of salacious matter has been 
heard. Censorship regulations—both statutory and within the industry—already exist and, contends 


BY A BARRISTER-AT-LAW 


same way, it is an offence, punish- 
able under the Vagrancy Acts, to 
exhibit in any street, highway 
or public place, or in any window 
or shop, an obscene print or pic- 
ture. All this is within the range 
of general knowledge. 

The difficulty arises when one 
tries to decide what is obscene or 
indecent. “The test of obscenity 
is this,” said one judge, “whether 
the tendency of the matter 
charged as obscenity is to deprave 
or corrupt those whose minds are 
open to such immoral influences.” 

But publication of indecent 
matter may be justified if it is 
genuinely in the interests of or 
for the purposes of art, science, 
or any other form of learning, a 
permissive rule which could 
rarely be pleaded by an 
advertiser. 


Theatre Ads. 
In The West End 


Apart from these general laws, 
however, there are in existence 
certain statutory censorships relat- 
ing to the stage. Since 1737 stage 
plays have been subjected to some 
form of censorship. All plays 
intended for production in the 
United Kingdom must be sub- 
mitted in advance to the Lord 
Chamberlain’s office. There the 
script Is read by the Examiner of 
Plays and no play may be per- 
formed in public before the Lord 
Chamberlain’s licence has been 
granted. 

What is not known is that the 
Lord Chamberiain’s authority 
prevails over advertising for stage 
plays in the West End of London. 

Further, the local authorities 
can—and sometimes do—exercise 
powers over the advertising of 
stage plays. No. 5 (c) of the 
London County Council’s rules 
of management of places of pub- 
lic entertainment with which the 
Council’s licensees are required 
to comply provides that: 

“No poster, advertisement, 
photograph, sketch, synopsis or 
programme shall be displayed, 
sold or supplied, by or on 
behalf of the licensee, either 
inside or outside the premises 
which is likely to be injurious 
to morality or to encourage or 
incite to crime, or to lead to 
disorder, or to be offensive to 
public feeling, or which con- 
tains any offensive representa- 
tion of a living person.” 
Similarly, many provincial 

authorities have ample powers. 


The cinema industry has no 
equivalent to the Lord Chamber- 
lain, but the British cinema trade 
established in 1913 its own critic 
—the British Board of Film 
Censors. In addition, any licens- 
ing authority has the power to 
prohibit the exhibition of any 
film within the sphere of its juris- 
diction if it considers the subject 
or treatment unsuitable. This 
power is reinforced, in some in- 
stances, by control over adver- 
tising. The regulation at Oldham, 
for instance, is so widely drawn 
that while in general terms it is 
similar to that for theatre adver- 
tising, it declares, “No poster, 
picture, advertisement, sketch. 
synopsis or programme of a film 
shall be displayed .. . upon any 
pillposting station or elsewhere 
in the said borough,” etc.. which 
would seem to include all forms 
of advertising. 


Thus, both under the general 
statutes and the local regulations, 
if posters are considered injurious 
to public morality, legal remedies 
are available. 

The evidence so far, however, 
is that very rarely indeed is it 
necessary to make representa- 
tions to the persons responsible 
for outdoor advertising. If public 
opinion were really outraged, the 
Chief Constables and other chief 
licensing officials can quickly 
deal with offenders. 

The poster industry has, how- 
ever, shown a remarkable degree 
of intelligent anticipation in this 
matter and it is more than prob- 
able that the high standard pre- 
vailing to-day is due to the work 
of the censorship committee of 
the British Poster Advertising 
Association and the London 
Poster Advertising Association 
which came into existence in 
1890. For some years advertisers 
and poster printers have adopted 
the practice, in cases where they 
are in doubt, of submitting 
sketches for the consideration of 
the committee. 

There are sufficient official and 
unofficial “censors” to keen ad- 
vertising in line with public 
opinion. 


If advertising should be 
obscene, the offenders can be 
prosecuted; if it should be less 
than obscene, but offensive from 
a morality point of view, then the 
various licensing authorities have 
ample powers to deal with 
offenders simply by threatening 
to withdraw the licence. And to 
reinforce all this, there is the 
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our contributor, are sufficient to deal with this menace. 


watchful eye of the industry's 
own censorship committee. 

From the point of view of pub- 
lic morality, there is little to com- 
plain about so far as 98 per cent 
of advertising is concerned, and 
to deal with the remaining two 


BANNED! 


The poster industry keeps its own 
house in order. The British Poster 
Advertising Association's censor- 
ship committee decided that this 
poster for a Folies Bergére tour- 
ing show at Bristol was “unfit for 
public display” and advised 
B.P.A.A, members. Strips of black 
paper were promptly pasted 
across the naked figure of the girl. 


per cent no new form of censor- 
ship is required. The poster in- 
dustry would certainly resent 
being singled out for special 
treatment. 

Organised advertising with the 
machinery already in existence, 
can deal with the present situa- 
tion. Within the range of their 
present powers, they will have 
no difficulty in putting effective 
pressure on the activities of the 
minority which have caused com- 
plaints. 


Pe aE NIL. * 


FANN mea PRL A 


+ ea lg 


q eet 7 - = ot Sea, eae ce 8 : a cae ae ‘, a gaa. Ss ea 
“ae 2 VO Sais. oe ea re a Sus ital eo ate 
a Ba ee F ot ar ry a ‘i % z a Bio hak ‘ : i" %, oe 1s 7 
ire an a 
* / . 

: fe 
a $51 | a 
OUTDOOR ADVERTISING We 
ee a 
Li 
oh 
' 
| a | ‘3 
| ¥ : 
Sh ea NB 4 / : 
ANE AG @ | 
7 Ds) 7 Os ’ ats 
’ j a re e Fe E ' 
c ; , ey é ea = ic 
st. te . ety é 
2 _ * . = 3 é : 
. pe : P / 7 : , 
s 7 ra 
e Y @ e : 
A hy t Pa tg o 
{ ™y " : 
. f SS sy 
\ A ie 4 ! 
, m, 7 - ~ i 
a ay %) 
f 4 < 7 . : 
% >. 7 P a te % wv ¢€ 
\ ot a? i 4 v 
als elas Pe a fe « ' 
4 ; : 2 bs % “s ¢ 
ey tet es - oe — 
fs, ee NS | 
a , urs ¥ 5 
7 
a 
4 
3 RN emcee 
ey : 
¥> ‘ o <== E ae : 


Jung 21 


BS: 


THE ADVERTISING DEPARTMENT, THE B.E.T. FEDERATION LTD., 88 KINGSWAY, LONDON, W.C.2. TEL: HOLBORN 7888 | 


—_ 
: ADVE : ee ee 
7 TISER’S WE : i be — 
, ae) EKLY Be kis ms Brie 
. oe : fae 
i ee tr Kee e ae ee 
7 ‘ rok a 
$ i 
z a : 
3 ' . 1951 
i 7 a 
‘ \ q Spires 
oe j ~ he . 4 
7 & ; eS 
? _ | 
ey : * 4 syne p.BeT eee: ‘ 
7 ena tf xne an gutdoe™? dit - ei 
zi 
a ~n0 g00%* 3 
int y wr gut wne® wey °o> gene © aN 
i pe + =x ° ee 2 i 
a . -_- age yer gor ne pei? oo 
vg Fr hee is tee qe wil? giv? us guid °° ae 
oe \ 4 ce 
| | = ‘ ys.aron® - yor™ ~ sou qware® ae on 
q ) ' - ay ppanetti® grees n a : 
- : e — ‘ a al 
i¢ P s iF 
a eS E ae |. Ag ane? oo? ee j 
‘ : . ' 4 aaa ted v4 + t™ ‘ : ; 
: e . Be . : 
_ ay e = yt 
| | ae 3 yarn mn yarns spotter . | 
_ ee xno Tt? genera . _gaxesner® a ; 
: _- wa : @ 
i . ee ; 
me ; vy ae 
j on > 4 osnt .° gyno we" gyno 
a | e 
aoe : ’ 5 f-) 
- : / ot Rivet - spew }® oe? oresntF® yoo} bey 7 
eye 3 S 
a” ; 5 4 3 me, L qorkso¥° qractho™ * or west?™ ‘ 
eon j x? a 
ij ee 3 ai 4 'e 0 net ort x 
ae : ©: ; Rae. i 38 wost?™ yjersh* as?” ee? sou weie® Tree S$? i 
bi : i e te 4 i 
Fn . :* a - 3 _ a a 
aan wd B — a * j 
_ Ba MN : 
ne 3 Ee / Cage aN 
aa aS eee aN 
. ee ys » me 
Br * BAS q a ee. 
aie “ a a Be ae : ‘ . — Ys i . ; 
= Rees thes, ™~ ee z a. ¥! 
. > ae Ma. = oe eee y : bt 
‘ eB *< se es ) 
es 2 og ae eg ae a Le 
if 4 a ‘Sa ed pies Bea Ps es ces 7 <a ‘ - = ' ‘ — 4 —s sa os :: ag = tie 
‘ « La mo : —. - — ; 
= ar | Be ee 
tee N Di a - RS fee 
saetinind * - es om 
es = es 


June 21, 1951 


OUTDOOR ADVERTISING 


How Loeal Characteristics 


Affect Appeal Decisions 


1. It was proposed to erect a panel on the wooden fence screen- 
ing a garage in a minor road. This road contains buildings of 
architectural and historic interest, many of which are, however, used 
as offices; but the road has a dignified appearance. Permission was 
refused in the first instance because, it was thought, the display would 
prejudice the amenity of the locality. This decision was upheld by 
the Minister who, dismissing the contractors’ appeal, ruled that the 
panel would be out of keeping with the appearance of the surround- 


ing buildings. 
Site: 9 Clarence Street, Gloucester. 
Authority: Gloucester B.C. 

2. Contractors’ application to erect two 16-sheet panels was 
turned down on the grounds that the panels would be detrimental 
to amenity and that they might cause danger to traffic. Subsequent 
appeal was dismissed by the Minister who was of the opinion that 
the proposed displays would detract from the appearance of the 
buildings for which they were planned and that they would prejudice 
the amenity of the residentiai portion of the public house opposite. 

Paddington Advertising Co. Site: 306 High Road, Kilburn, 
London, N.W. Authority: Hampstead B.C. 

3. Permission was refused for the erection of a panel on the 
flank wall of a building which, although used partly as a shop, 
substantially retains its residential appearance. There were already 
three panels and a notice board on the same wall. Reason given for 
refusal was that the panel would harm the amenities of the area. In 

the appeal, the Minister took into consideration that the 
locality is mainly residential and of an open appearance. The 
addition of the proposed panel, he ruled, would be excessive and 
prejudicial to amenity. 
Mills & Rockleys Ltd. Site: 63 Stoke Road, corner of Chiltern 
Street, Aylesbury. Authority: Bucks C.C. 

4. Permission was refused on the grounds that (a) the display 
would be injurious to the amenities of the locality and (b), that it 
would be likely to distract the attention of motorists at a dangerous 
cross-roads. The Minister allowed the appeal subject to the con- 
dition that each advertisement shall be permitted for three years. 
This type of advertisement, it was ruled, was not out of keeping 
with the charac’eristics of the locality. 

Mills & Rockleys Ltd. Site: 10 Stonegate Street, Kings Lynn. 
Authority: Norfolk C.C. 
5. Permission was granted subject to the condition (included to 
wey amenities) that the panel be set back a distance of 4 ft. 
hind the back edge of the pavement. On appeal the Minister 
allowed display for three years, being of the opinion that advertise- 
ments of this type would not be out of keeping with the characteristics 
of the locality. 
Mills & Rockleys Ltd. Site: 10 Great Norwood Street, Cheltenham. 
Authority: Cheltenham B.C. 
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OHAOB OBR Olas 


Fine quality Silk Screen 
printing. 


Point of sale Display 
made by craftsmen. 


Stove Enamel Signs 
for home and export. 


GASHANRLAND.LTD. 


Grafton Works, N. Ww. S. 
&-O Lb .§ ¥-8 8 a a me 


UT OF SITE — 


MANCHESTER BILLPOSTING CO.L7? 


29 BOOTLE STREET - DEANSGATE - MANCHESTER -2 


Sites are Cleaned and 
Painted yearly — oftener 
where” needed. 


PADDINGTON 0166/7 


HENDON BILLPOSTING COMPANY 
37 SPRING STREET, W.2 
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Challenge: 


Contractors Will Fight— 
But Not Many Expected 


On August 1 the period of 
grace under the Town and 
Country Planning Act Control of 
Advertisement Regulations comes 
to an end. Planning authorities 
will then be able to challenge 
outdoor advertising sites that 
existed before 1947. (Up to now 
it has been necessary to get con- 
sent only for new sites.) 

The Outdoor Advertising In- 
dustry Advisory Committee has 
been fighting the planners now 
for over 18 months. They have 
gone up and down the country 
talking to planning officers and 
trying to explain to them that 
advertising—outdoor advertising 

—is an essential part of the distri- 
bulive set-up in this country and 
that it is a commercial necessity. 
They have appealed vigorously 
against all refusals on the part 
of local authorities to allow new 
displays and they have fought 
every proposal to establish “areas 
of special control” (where only 
very limited outdoor advertising 
is allowed). 

In view of the uncertainty 
about the future of the poster 
industry after August 1 among 
many advertisers and some adver- 
tising agents. O.A.1.A.C. arranged 
a meeting recently when Mr. 
H. G. Ellinger, a director of 
Mills & Rockleys and a promi- 
nent member of the committee. 
explained what was expected on 
August 1 and what was being 
done to combat the threat to the 
industry. 

Every challenge, Mr. Ellinger 
said, would be met and fought. 
And he asked for th: co-opera- 
tion of advertisers and agents. 

The “challenge procedure” will 
Start with the issue of challenge 
notices by the planning authority 
against any display considered to 
offend against amenity or public 
safety. It may be that the notice 
will be served on the poster con- 
tractor, or the advertiser, or the 
owner of the premises on which 
the display is shown. 

The challenge in every case 
will be against the site—not 
against the advertisement it 
carries—and the contractors have 
made themselves responsible for 
contesting. Only one month is 
allowed from receipt of the chal- 
lenge by anyone concerned with 
the site for the owner of the site 
to appeal. It és important, there- 
fore, that challenges should be 
passed on at once to the con- 
tractor. 

From the time the appeal is 
lodged, the planning authority is 
allowed two months to re- 
consider; if they do not change 
their demand, the display owner 


is allowed a further month to 
lodge a final appeal to the Plan- 
ning Minister. Consideration of 
this is liable to take up to twelve 
months. 

If this appeal is rejected the 
owner of the display in question 
must remove it immediately, ir- 
respective of any contracts cover- 
ing it. In the case of posters, it 
has been decided, the contractors 


GUINNESS | 


for strong { 


Another poster for Guinness in 

the tradition of that brewery's 

outdoor publicity. The old slogan 
is unmistakable. 


will either provide alternative 
sites or wipe out all liability from 
the date of removal. 

It is clear that the challenge 
process is lengthy in itself. It is 
not expected § that planning 
authorities will make extensive 
use of it except in areas of special 
control. 


QUICK WORK 


Mr. Arthur Grey, north-eastern 
manager, David Allen & Sons 
Ltd., is proud of his silk screen 
and poster department. 

When Newcastle United re- 
turned to their home town after 
winning the F.A. Cup, a Para- 
mount news-reel camera covered 
the event. The day before the 
event a request was made for one 
48-sheet, eight 16-sheets and 50 
double crowns to be printed and 
displayed. 

All the bills were up by 10 a.m. 
on the day of the event. 
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How to exert a £100,000 pressure 
with a £2,000 appropriation 


How often Campaign Appropriations stay in the Petty Cash category because an advertiser 
is caught on the horns of a real live Dilemma. 
“I can’t increase my appropriation” he says, “until sales go up—because it is 
based on a percentage of turnover—yet it doesn’t seem that business will improve until 
we do spend more on advertising.” 
Our answer is to suggest that he tests the sales potential of his product by con- 
ducting an intensive campaign in one or more of Mills & Rockleys watertight test areas 
—exerting an enormous advertising pressure under measurabie test conditions at a small 
fraction of the cost of a National Campaign. 
He can thus obtain public and retailer reaction to product, pack and sales story, 
on which to base a safe decision as to whether or not a greatly increased national 
advertising expenditure is justified. 


Is this your dilemma? Then why not discuss 
with us, as a first step, locations and allocations? In the 
Mills & Rockleys Region, you will have the choice of 


The MILLS & ROCKLEYS REGION 


BRISTOL LU . A m 

CAMBRIDGE MANSFIELD several compact areas in which you can test, for a small sum, 
HELTENH NORTHAM : : , 

COVENTRY» = NORWICH ON the merits of different designs and the truth of our assertions. 

DERBY NOTTINGHAM 

DONCASTER OXFORD 

GLOUCESTER PETERBOROUGH 

HULL TORQUAY 

IPSWICH TAUNTON 

LEICESTER WORCESTER 


MILLS & ROCKLEYS 


Planned Poster Advertising 


DID YOU KNOW? 


You can reach nearly 2,000,000 families 
through poster Advertising in the Mills 

Rockleys Region, which stretches 
from Ipswich to Evesham, from 
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Pontefract to Paignton 


MILLS & ROCKLEYS LTD. Outdoor Advertising. 21, Queens Rd., Coventry. 


CORRECT 
TIMING 


The production drive of modern days 
allows little time for quiet relaxation. 
Much literature is published—the radio, 
television, the cinema and a variety of 
sports all seek to fill up what spare time 
is left. Poster advertising does not 
encroach on leisure. Its message is brief, 
its timing makes an unconscious impres- 
sion on the reader, and if it is well 


cs 


POSTER SITES 


planned it has enormous publicity value. The 
F Sheldons with 110 years experience are 
ready to plan for National or Local DAILY HELP 
Advertisers. 
; PUBLICITY HOUSE-CORNWALL ST.: BIRMINGHAM 3 
eldons Itd 


TELEPHONE, CENTRAL 3784/5 


i Established 1840 
i TELEGRAMS. ADVERTISE BIRMINGHAM 
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An important 
Northern 
Gr oup moni Durham 


VERY branch of industry, 
ranging from shipbuilding 
to clothing manufacture, gene- 
ral engineering to coal mining, 
tile-making and many others, 
maintains a vital role in the 
home and overseas markets. 
This diversity of trade keeps 
employment steady and money 
moving from the wage earner 


TONE 
SUNDERLAND NORTHERN. 
ECHO DAILY MAIL| 


BILLINGHAM 
PRESS 


London Representatives: R. R. Beaver, & K. B. A. EASTHOPE 
London Office: 85 Freer St., E.C.4 Telephone: CENtral 2845 


to the retailer. 13,000 houses 
are to be built by Sunderland 
Corporation alone to meet 
urgent local needs. It is signi- 
ficant that most of the leading 
national advertisers REGU- 
LARLY use the columns of 
these old established family 
newspapers. 
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OUTDOOR ADVERTISING 


“How is it done?” is a question which many thousands of 

people have asked at first sight of this Yardley 

fluorescent display in the churchyard of St. James’, 
Piccadilly, London and— 


F you are selecting a 

material for a sculptured dis- 
play, ordinary commercial tin- 
plate is probably the last thing 
you would choose. 


Yet, tin can lend itself to cer- 
tain types of displays more effec- 
tively and more dramatically than 
any other material. 

Tin has many advantages. 
Firstly, it is strong yet at the 
same time easy to bend. When 
you beat or bend tin into a shape 
it will vtay put indefinitely. 
Secondly, it is weatherproof, im- 
pervious to water and very little 
affected by corrosion—so that it 
is eminently suitable for outdoor 
displays. Thirdly, and possibly 
most important of all, tin has a 
shiny lustre. 

It is the combination of this 


between packaging and shipping, my dear Watson, is that 
inestimable journal the “‘ Packer and Shipper.” Here we shall 


| . find articles of considerable interest to those in the 
‘|’ business, and other information besides, Proceed Watson. 
‘ It is only a few doors from here. 
J Founded and edited by 
7 As LESLEY, WHITAKER, ,F.R.E.S. 
- per annum 
“0 Publishers : EMPIRE INFORMATION (LONDON) LTD., 29 Baker Street, London, W.! 
_¢ Telephone : Welbeck 6825 Telegrams: Pacship, Wesdo, London Cables: Pacship, London 


natural brightness and the colours 
which can be painted on after- 
wards that gives tin displays an 
eye-catching appeal far and away 
above that of any matt surface. 

In fact, the extra depth that 
can be obtained has made pos- 
sible effects which would at first 
sight seem impossible. 


Flowers That 
Bloom In Tin 


_ Who, for instance, would have 
imagined a realistic bunch of 
flowers made up entirely of tin? 
Yet the floral sprays which, in 
various forms have made up the 
special displays of Yardley & Co., 


TIN IS THE ANSWER 
says ANGUS ANGRAVE 


Ltd., have been 
entirely from tinplate. 

The tin has been cut, shaped 
and painted, and the individual 
components soldered together to 
make a permanent display. 

The range of subjects is by no 
means confined to flowers. Even 
the human figure can be success- 
fully reproduced, either in two 
dimensions or in bas-relief. 


constructed 


Most Economic 
On Special Sites 


Tin displays are most economic 
when used on special sites where 
they can be guaranteed a large 
potential audience. For, although 
a certain degree of “quantity pro- 
duction” is attainable, they are 
essentially individually-produced 
items. Once in a position to be 
seen, however, the attention- 
getting value of the displays 
makes up for the limitations of 
coverage. 

Nothing is more likely to catch 
the eye during the daytime than 
the sun’s rays glinting on the 
shiny contours of the tin, while 
at night-time the use of a special 
fluorescent paint gives the tin 
display an even more startling 
effect. When activated by 
special ultra-violet lamps the 
display can be made to “glow.” 

The use of tin in three-dimen- 
sional display is only just begin- 
ning to show its potentialities for 
the field of advertising and sales 
aids. For tin displays can have 
more than a mere novelty value. 
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CIRCULATION 70,000 


(NET PAID) 


TIME (ATLANTIC EDITION) 
is read by more top business men and more top 
government officials than any other single export 
publication (except the Reader’s Digest, which 
publishes 11 editions in this same area). 


These facts are based on the results 

of a survey conducted by International 

Public Opinion Research Inc. and Dr. 

Eric Stern among 2,855 leading business 

executives and government officials in 

Europe, the Middle East, and South 

Africa. For the full report write or 

telephone: TIME, 4 Dean Street, THE WEEKLY NEWSMAGAZINE 
London, W.1. Gerrard 6335. OF THE WORLD 


4 DEAN STREET, LONDON, W.I. TELEPHONE GERRARD 6335 
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ADVERTISER'S WEEKLY 


The largest daily of Holland 


Het Vrije Volk 


gives full national coverage to Advertisers 


First in circulation 
(Over 300,000 copies) 


First in advertising 


Represented by 


Gy 


Joshua B. Powers Ltd., 14, Cockspur Street, 
London, S.W.| 
WHI 3305/6 
| 


Telephone : 
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THE 
DERBYSHIRE TIMES 


SERIES 
over 105,000 copies 
per issue comprises 


The Derbyshire Times (82,578 A.B.C. cert.), the Pelper 
News, the Hucknall Dispatch, the Buxton Advertiser 
and Herald, the High Peak News. 


Head Office: CHESTERFIELD 
London Office: 231/2 Strand, W.C.2 
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| OUTDOOR ADVERTISING 


| 
| 
| 


HE Planning Minister is 

taking a close interest in 
posters. On July 2 he is to open 
| the International Poster exhibi- 
tion in Victoria Embankment 
Gardens, London. 

This exhibition of posters from 
17 countries is being arranged by 
the Council of Industrial Design 
in co-operation with the Society 
of Industrial Artists, the British 
Federation of Master Printers 
and the Society of Lithographic 
Artists, Designers, Engravers and 
Process Workers. 

Sixty-one of the 280 double 
crown posters are British; the re- 
maining 219 come from the fol- 
lowing countries: Austria, Bel- 
gium, Czechoslovakia, Denmark, 
Finland, France, Germany, Hol- 
land, Hungary, Italy, Norway, 
Poland, Portugal, Spain, Sweden, 
Switzerland. 

This is the first poster exhibi- 
tion in the United Kingdom to be 
held in the open air—the poster's 
natural setting. The posters will 
be shown on 110 screens of 
various colours. The layout and 
mounting of the display have 
been designed by Ronald Avery. 

The proportion of posters 
chosen from each of the 16 
countries other than the UK is 
not related to the size of the 
country, of its population or of 
its poster output. Charles Ros- 
ner, joint editor of Modern Pub- 
licity and well-known writer on 
design in printing. was invited to 
make the selection. 

Admission is free, and the 
exhibition will be on view from 
June 30 to July 28. 

* 


* * 
_ PRIOR TO exhibition, a competi- 
tion for art students was 


organised to find a poster to ad- 
vertise the exhibition. 

Both first and second prizes 
were awarded to M. B. 


AT ITS BEST 


Weare in a position to undertake the production of an estab- 
lished Weekly or Monthly Journal in Demy or Medium 8vo. 
Our service also includes the production of high-class 
Colour Brochures, Price Lists, Catalogues, etc., for which 
we have limited supplies of art paper in stock. 


FOX PRINTING PRESS 


TYPOS HOUSE, MAYBANK ROAD, LONDON, E.18 


PRINTING 


Telephone : BUCkhurst 1252 - 1002 | scars. 
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COMMENTARY 


Pilcher, Central School of Arts 
and Crafts. 

The third prize went to 
Catherine S. Wilson also of the 
Central School of Arts and 
Crafts. 

So impressed were the assessors 
by the high standard of entries 
that they awarded honourable 
mentions to 5 students and per- 
sonally donated 5 prizes of one 
guinea each. 

The assessors for the competi- 
tion were R. R. Tomlinson, late 
Senior Art Inspector of the 
L.C.C., Ashley Havinden, F. H. K. 
Henrion, Abram Games, and 
Paul Reilly, of the Council of 
Industrial Design. 

* * * 

THE OUTDOOR advertising in- 
dustry has risen splendidly to the 
occasion around the South Bank 
exhibition site. Apart from the 
model display sites put up by 
the Transport executive, all 
hoarding and solus site owners 
have made a special effort to show 
displays at their best. Parting- 
ton’s have made a fine job 
around the new traffic island 
near Waterloo Bridge, and among 
the solus owners, the case of 
Crown Poster Sites Ltd., is typi- 
cal. They have converted an 
ugly bombed site into the attrac- 
tive 64 sheet illustrated below. 
Building was by A. Roberts Ltd.. 
panels by Speedway Signs Service. 
and window boxes by Blackmore 
& Davis. 

* * + 

SIGN MAKERS have also made 
no mean contribution. In and 
around the exhibition site are a 
number of direction pointers 
which are the work of Pearce 
Signs Ltd. This firm was also 
responsible for road traffic 
signs, signs on the frontage of 
two restaurants and the Royal 
Festival Hall, kiosk signs and a 
number of neon and cold cathode 
signs. 


Poster sites all over the country are doing a fine job, hiding ugly bomb 
This one near the South Bank exhibition is typical of the many 
good displays in the area. 
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TO SWILLS 


The Westminster Press papers in the Barrow 
area are read by the people who make both of 
, these. Barrow is famous for the ships she 
builds : orders for naval mine-sweepers, air- 


om 


craft carriers, submarines, liners and oil 
tankers come regularly into her large shipyards. 
And there is also the huge Vickers-Armstrong 
heavy engineering works. 


But many of the workers, in this prosperous corner of 
North-West England, do not live in the city. Thousands 
are engaged in sn.aller industries situated out in the rural 
areas. Wherever these people live and work the West- 
minster Press papers are there reflecting and influen- 
cing their daily life—and their spending. These papers 
reach every part of the area, every class of worker, and 


all income levels. There’s Bill Newton for instance, of 


Broughton-in-Furnace, seen here making a basket, or 
a ‘swill’ as it is called in his trade. He has been engaged 
in swill making for forty years ; there are now very 


NORTH WESTERN EVENING MAIL - 


(BARROW-NET SALE 28.17! ABC) 


(NET SALE 22,585 ABC) 


few of these craftsmen left in his district, but Bill 
Newton still keeps on—and prospers at it. He reads his 
local Westminster Press paper for news of his com- 
munity. If he breaks the record for the number of 
‘swills’ made by one craftsman in a day, Bill Newton 
knows that his local Westminster Press paper will 
probably feature his achievement and print a 
photograph of him as well. When you put your 
advertisements in these papers you can be sure 
that they are read and noted by everybody in the 
whole area. 


(KENDAL-NET SALE 22.546 ABC) 


ERNEST LUMSDON: London Advertisement Director 


BARROW NEWS SERIES 


(NET SALE 16,467 ABC) 


LANCASTER GUARDIAN + THE WESTMORLAND GAZETTE 


xy 
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COVERS THE PROVINCES 


WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 


167-170 FLEET STREET, LONDON, E.C.4. TEL: CENTRAL 3265 


LEEDS OFFICE: MANCHESTER OFFICE: 
RUSSELL CHAMBERS, MERRION STREET, LEEDS 2. (TEL: LEEDS 24998) MIDLAND BANK HOUSE, 26, CROSS STREET, MANCHESTER 2. (TEL : BLACKFRIARS 3930) 
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ADVERTISER'S 


WEEKLY 


LONG ENOUGH? 


How long is a piece of copy? 


SHORT ENOUGH? 


ES, we mean it. For the corks 
we make, individual rights 
just don’t exist. 

It may be hard on them, but we 
treat corks as mere bottle-fodder— 
only fit to be standardized, 
regimented, totaluanamzed, in 
every way 

We are, in fact, notorious 
jor our brutal methods of 
reducing corks to a state of 
unbelievable uniformity, in 
quality and in dimensions. 
Corks loathe us. And who can blame 
them ? 

Spanish cork-oaks, to guard them- 
selves from the heat of the blistering 
“srocco,” spend years patiently grow- 
ing a thick protective bark. But to no 
avail! Just when the bark is matured, 
it is relentlessly ripped off by the 
knives and hatchets of predatory 
Armstrong gangs. The wretched and 
denuded tree has to start all over 
again. But this is nothing to the fate 
that lies i store for the helpless bark! 


Abandon hope, all cork 
that enters here! 
NCE in our hands, the cork is 
plunged into large vats, and 
boiled alive without compunction. 


This tends to break down any mis- 
placed spirit of independence. Next, 


1,000 punches 1 minute, and all dead 

q the modern way to give 
‘ the third degree. But we 
sll knock out special corks by hand, 


Bored alive 


DOWN WITH 
FREEDOM 


FOR CORKS 


the surface is painfully scraped off, 
and the tender remains are thoroughly 
flattened. 

Bound and helpless, the protesting 
bark is hurried away to the dreaded 
*“hot-box.”” Overcome by heat 
and fumes, it can make no 
show of resistance when sliced 
into strips or fillets, These are 
then punched — again and yet 
again. The sickening blows 
knock pieces clean out of them 
—round pieces, destined to 
become cork stoppers. The poor fillets, 
a hollow mockery of their former 
selves) are thrown to the grinding- 
machines. 


Who'd be a cork ? 


OW we really get to work — 
sparing no atrocity to manu- 
facture corks of soulless similarity, too 
terrified to show a vestige of eccen- 
tricity, a spark of individuality. And 


The, tree. dogs its best, but 
Arpstrong experts are cork 
snobs, hard to please Some- 
tumes only 5 per cont of a 
baith of good Spanish bark 
is considered fine enough for 
our Grade A quality. 


to what end, corks ask? To spend long 
years bottled up in durance vile, in 
hourly dread of the corkscrew. No 
wonder they shudder ! 

They await with trepidation the 
Knives and Sandstones. They know 
what they're in for. Held powerless 
against these whirling torments, they 
are mercilessly tapered, bevelled, 
bored, sanded, notched there s no 
end to the list of sadistic refinements. 
Finally, they are bleached, sterilized, 
and sometimes even branded. They 
often think longingly of ther mother- 
tree in Spain. Poor tree, she wouldn't 


recognize her offspring now! The 
uniform prevails every- 

where 
Many corks do not even survive, 
Out of whole batches of Spanish bark, 
sometimes not more than a twentieth 
achieve the ultimate distinction of 


Just wrong, by 1 /63ed of an ach. 
And what « tate! 

becoming Armstrong's Grade A stop- 
pers. And since Armstrong's corks are 
cut to a tolerance of 1/64th of an inch, 
a cork has only to show a trace of 
indiscipline to be ground mercilessly 
into a by-product. Those that do 
escape this fate are sold into slavery: 

distinguishabh each 
exactly like the rest . . . im fact, per- 
fect corks. 


. . . 


ERHAPS you are as callous as 

we are, and don’t think corks 
have any right to be different? Our 
corks have forgotten freedom. In 
each grade, Armstrong methods and 
Armstrong skill have made them abso- 
lutely alike, in quality and size. If you 
want corks like this, please let us knw 
We shall be happy to help you in any 
way we can, whether with an urgent 
delivery, or by applying our expenence 
to any technical problem — and our 
laboratory facilities are freely ai your 
disposal. Armstrong Cork Company 
Lid. (Closure Division), Kingsbury, 
London, N.W.q. Tel: Colindale 7080. 
Scottish Branch: 5 Oswald Street, 
Glasgow, C.1. Tel: Cemtral 5703 


Straught. taper. or flange corks hand. 


ARMSTRONG'S 
CORKS 


All the same atways the same 
—a— every grade 
RES CROVEN CORKS MOULDED Cars 


PropLe WHO BUY corks like them to be 
regular and unvarying. The Armstrong 
Cork Company goes to some trouble 
to make corks like this. There is the 


sales-story. It could, perhaps, have 


been told more tersely than it is here. 


A manufacturer's claim, in three or 
four bald words, might have said it. 


Would it have been so interesting? 
Would it have been read at all? 


June 21, 1951 


Tue copy in this full-page colour 
advertisement is surely short enough 
to please the most word-shy. But it 
is long enough, too, to help to solve 
the advertiser's problem. The product 
had a new dress; and when you have 
a new dress, as every girl knows, it is 
more effective to show it than to talk 
about it. When a picture can tell the 
story — let it, say JWT. 
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IT IS SOMETIMES SAID that people do not read people will read, and with interest, whatever interests Re 

long copy. them — in advertisements, as in the editorial columns. 
People certainly will not read long copy that bores It should be an advertiser’s first concern to be 

them. But neither will they read short copy that bores them. interesting. Copy gets too long, even after the first word, 
When does a piece of writing become “long”? ““Gone _as soon as it becomes boring. 

With The Wind” was too short for many readers. “Ode JWT have always recommended interesting “long” 

to a Grecian Urn” was too long for most. copy, or interesting “short” copy, according to which will 

ee The long and the short of the matter, surely, is that —_ best help to solve an advertiser’s problem. 


oe 


ENOUGH? 


ms, 

tence, rich with comprehension 
THERE Ame PrOPLE with whom you can pass happy hours in a mutual 
silence, nich with comprehension. Why’? Because you feel at one with 
them. Others who come upon you thus are only interrupting. So with 
Craven ‘A’ cigarettes and those who smoke them. Anything you say 
will only be ignored, because nothing you can say will seem of the least 
importance, compared with the solace of that rich tobacco, so kind to 
the throat, and the firm feel of that natural cork tip, so kind to the lips. 
There's comfort for you So take one yourself and relax 


Those who smoke Craven ‘A’ seldom care for other cigarettes 


CRAVEN ‘A’ copy is usually about 100 words long (or short). 
They are not conspicuous, these words, yet they are very 
important. They have a task to perform, and people are 
reading them. Copy, JWT maintain, should be “‘enough.” 


J. WALTER THOMPSON COMPANY LIMITED, 40 BERKELEY SQUARE, LONDON, W.1. MAYFAIR 9496. London, Paris, Antwerp 
New York, Chicago, Detroit, Hollywood, San Francisco, Los Angeles, Seattle — Montreal, Toronto — Mexico City, Buenos Aires, Montevideo, 
Rio de Janeiro, Sao Paulo, Santiago— Bombay, Calcutta, New Dethi — Sydney, Melbourne — Cape Town, Durban, Johannesburg, Port Elizabeth. 


CORRESPONDENT OFFICES: Vienna, Prague, Copenhagen, Helsinki, Frankfurt, Athens, Amsterdam, The Hague, Milan, Oslo, Lisbon, Madrid, 
Stockholm, Zurich — Cairo, Beirut— Karachi, Rangoon— Hong Kong, Singapore, Bangkok — Auckland. 
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The immense readership 
interest and confidence in 


METALLURGIA 


THE BRITISH JOURNAL OF METALS 


GIVES FULL VALUE TO TECHNICAL 
ADVERTISING 


“EMMOTT & CO. LTD 31 KING ST. WEST MANCHESTER 3 
LONDON OFFICE: 21 BEDFORD STREET, W.C.2 


ee oT < 4 * 


M6 


MULTI-UNIT DISPLAY MAKERS 
HALF-TONE SPECIALISTS 
THE 


LONDON 
FIRM 


OF SILK SCREEN PRINTERS 


MOUNT WORKS - 96 UPPER CLAPTON ROAD - LONDON E.S 
: AMHERST 2311-2 


Redferns are the original makers of rubber mats for counter and 
floor space advertising. Write for full particulars and illustrated 
folder to: NATIONAL ADVERTISERS’ DIVISION, 

REDFERN’S RUBBER WORKS LIMITED « HYDE - GHESHIRE 


world-wide advertising for 


the engineering industry 


6, CAVENDISH PLACE, REGENT ST., LONDON, W.! 
LANgham 4204 (5 lines) 


ROTAPRINT & MULTILITH USERS 


ATONE er 


GIANT ENLARGEMENTS 


up to 80 sq. ft. in one piece 


for QUALITY ond RELIABILITY 
"Phone Shoreditch 3942 
VARILITH SERVICES LIMITED 
3 Academy Buildings, Fanshaw Street, N.! | 


The Aucotype Co. Ltd, Brownlow Rd. 


London, W. EALing 2691-2-3 | 


| bibliography of and 


Publicist No. 1. 
' his name is mentioned in public 
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NEW ‘BOOKS 


REVIEWED | 


The Survey As A Basis For Action 


Social Surveys and Social Action, 
by Mark Abrams (Heinemann, &s. 6d.) 

Mark Abrams is not only this 
country’s most outstanding auth- 
ority on the social survey and a 
master of research technique: he 
is a sociologist with a progres- 
sive outlook. He conceives social 
research as the essential prelimin- 
ary to the kind of action that will 
bring about a better order of 
Society. 

In this fascinating book he out- 
lines the historical and social 
background of the survey, traces 
the development of market re- 
search and the public opinion 
surveys from the researches into 
living conditions upon which the 
great reforms of the later 19th 
and early 20th centuries have 
been based, and assesses the func- 
tion of the survey as a means of 
implementing the policies of the 
welfare state. 

Much of his matter is non- 
controversial, but his comments 
on the for and against of “quota” 
and “probability” sampling may 
provoke discussion. He notes, 
incidentally, that the Government 
Social Survey has abandoned 
quota sampling entirely, and that 
its statisticians have developed 
methods of probability sampling 
to a point where they have begun 
to influence the techniques of 
their commercial colleagues. 
Several pages are devoted to a 
somewhat critical study of the 
methods used by Mass-Observa- 
tion. 

Intensely interesting is the final 
chapter in which Dr. Abrams 
discusses the problem of creating 
a well-informed democracy by 
processes of enlightenment. There 
is need, he suggests, for research 
into channels and methods of 
communication between Govern- 
ment and governed, jo that infor- 
mation may reach and be under- 
stood by the average citizen with 
a fairly low standard of literacy. 
He quotes from the results of 
U.S. researches formule for using 
words to obtain maximum com- 
prehension—a subject that ob- 
viously concerns the advertiser 
to the mass market just as much 
as the social researcher.—C.D.R. 


Bernays And P.R. 


Public Relations, Edward L. Bernays 
and the American Scene. An annotated 
reference guide to 
writings by and about Edward L 
Bernays. (Bulletin of Bibliography and 
Dramatic Index. The F. W. Faxon Co 
Boston, Mass.. U.S.A... $2.00.). 


Bernays has been dubbed “U.S. 
Certainly when 


relations circles here it is with a 
modicum of bated breath. For 


| that reason, the publishers have 


selected him to be the centre of 


this their first bibliography of 
public relations writings. 

Such a work, of necessity, 
covers a wider compass than is 
strictly relevant to the practice of 
public relations. And as a refer- 
ence book on the Hows and 
Wherefores of public relations it 
is handicapped by being able to 
quote only from published works; 
its summing up of the craft is 
from one aspect only, that of the 
printed word. 

None the less, there are some 
interesting examples of Bernay’s 
work and of his various concep- 
tions of the job.—E.M. 


The New Willing’s 


Willing’s Press Guide 1951 (Willing’s 
Press Service, Ltd. 15s.). 

Everybody in the Press world 
knows Willings. So there is noth- 
ing to say about this 77th edition, 
except that it warthily upholds 
its predecessors’ standards of 
comprehensiveness, accuracy, 
ease of reference, and sturdiness 
of binding. 

In it will be found details of 
165 daily papers; 18 Sundays; 
1,352 London, suburban, county 
and local papers; 4,154 periodi- 
cals, magazines, reviews, trade, 
technical, religious and special- 
ised journals; and 1,490 annuals. 


Newspaper Baron 

The Paper Palace, by ee Harling 
(Chatto & Windus, 10s 

The paper ody in question 
is a fictitious newspaper empire, 
seen through the eyes of an in- 
credibly cynical columnist. 

Though a novel, this book 
gives a penetrating analysis of 
“the Baron,” head of an empire 
of his own building and his rela- 
tionship with his editor. 

Of advertising there is this 
acknowledgment: “No man can 
run a newspaper without adver- 
tising. Yet advertising can’t run 
a newspaper. I've always kept a 
careful eye on the balance be- 
tween the news columns and ad- 
vertisement revenue: Two single- 
column inches every day for a 
year will almost pay an editor's 
salary. . . . No wonder I watch 
the advertising revenue.”——E.M. 


IN BRIEF 

The Social Responsibility of 
Management (New York Univer- 
sity, 2 dollars) contains lectures 
by four authorities, from the 
viewpoint of the social engineer, 
labour, the economist, and man- 
agement itself. They were given 
under the sponsorship of the 
Edward L. Bernays Foundation. 
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A staff of 


180 


is employed by the 


4 big advertising agencies 


of Switzerland 


Publicitas S. A. 


Orell Fiissli 
Annonces S. A. 


The 4 big advertising agencies together form 


Annonces Suisses S. A. 


Annonces Mosse S. A. 


$63 ADVERTISER'S WEEKLY 


What is a Swiss advertising Agency? 


Briefly, it is a firm which handles advertising. 


In more detail, it is a firm which today forms an integral part of the Swiss 
press, which has an extremely complicated and varied set-up. There are 
1,700 newspapers, periodicals and technical publications, printed in four 
separate languages. There are many different column arrangements. with 
varying column widths. The papers are printed by different printing proces- 
ses, and are sold at separate prices, appearing at different intervals and at 
different times of the day. They have various political opinions, and appeal 
to different social classes, etc. 


The advertising agency... 


advises the advertiser in the choice of papers, and helps him to under- 
stand their individual characteristics 


works out preliminary estimates of costs. 

accepts space orders and passes them on to all publications. 
despatches the relevant copy, blocks, etc. 

attends to the despatch, checking and correction of proofs. 


directs and supervises the whole campaign as regards publication dates, 
spacing, type of print, accuracy of copy, ee. 


charges standard rates for all advertising. 


This is the work of the advertising agencies, carried out by a staff of 1,180 
people in their daily work. Thousands of advertisers, who place their business 
direct with these advertising agencies, and their intermediaries use these 
services. And, most important of all is the fact that these services are carried 
cut entirely free of charge. This applies equally to the advertiser who wishes 
to launch a product in Switzerland by means of advertising, as to an agency 
or intermediary who acts on his behalf. 


By dealing direct with one of the advertising agencies shown below, you 
only pay for the actual space you take, so that your appropriation does not 
have to bear any additional costs, and you get the maximum amount of 
space for your money. 


Your intermediary, if you use one to carry out your advertising plans, will 
also receive all these services of the advertising agencies free of charge. And 
after all, why should he not use expert help when it is given to him for 
nothing ? 

But please remember, if you do use an intermediary, then these services 
are only to him free of charge, because the gratuitous work of the advertising 
agencies is part of the remuneration, which every Swiss consultant will charge 
to you. 

So you can see that the four Swiss advertising agencies, who have 85 branches 
in 51 towns and other places in Switzerland, and many representatives in 
all the large overseas centres - who have a magnificent organisation, world- 
wide connections, and a great wealth of experience, with exclusive sources 
of information at their command - they are the best equipped to advise 


you on all questions of advertising, and to carry out your wishes with 
complete satisfaction. 


Remember this when planning your next advertising campaign. 


The Association of Swiss Advertising Agencies 
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THREE-PENCE PLAIN— & 
BUT FOURPENCE . 


By Wilton Evan 


ATHEMATICIANS will 
Mere conclusively that 

the difference between 
threepence and fourpence is 
precisely one penny. 

Managements of weekly 
papers are not so easily con- 
vinced—since they are studying 
the proposition from stand- 
points other than that of pure 
mathematics. Threepence is 
the price now prevailing for 
many of the more substantial 
weeklies. Would an increase 
of a penny bring any real 
advantage, or would the extra 
income be offset by a drop in 
circulation? 

The relatively small effect of 
the selling price increase on the 
sale of the nationals cannot be 
taken as a pertinent comparison. 
The leap from threepence to 
fourpence is much more decisive 
—especially when, at the four- 


Be whatever 


you want 

for the home 

you need go 
Cirz no further than 


= TISHPOOLS = 


* The largest selection 
for miles around 


See what a agent can do even for 
a local advertiser. 


REGIONAL 


pence-halfpenny level the local 
would find itself, to some degree, 
competing with a number of 
popular magazines. 

This being so, managements will 
watch with interest the experi- 
ences of the Harrogate Adver- 
tiser, which has already taken the 
plunge. Many executives will 
echo the declaration of the 
Advertiser that “the large amount 
of organisation and work which 
is entailed in the production of 
even eight or ten-page papers is 
out of all proportion to the sell- 
ing price.” Meanwhile they will 
strive to strike a balance between 
the various arguments for and 
against a further price rise. If 
the nationals continue their 
present | “space-squeeze” there 
may be an over-spill of advertis- 
ing into the weeklies. Will this 
suffice to stave off a further 
penny? 

Only a_ crystal-gazer could 
hazard a forecast as to how many 
weeklies,-by this time next year, 
will be flourishing at fourpence. 
One decisive factor is likely to be 
the cost|of living index, with its 
sliding etfect on printing costs. 

Meanwhile those papers which 
are still selling at threepence can 
be forgiven if they seek to 
capitalise the fact. The Somerset 
County Gazette in a bold front 
page cut-off assures readers that 
threepence still buys the Gazette. 
“No increase in price-—best value 
in the West of England—110 
columns.” 

Oddly enough fourpence is a 
rather significant figure. It is not 
generally appreciated, perhaps, 
that the average price to trade 
advertisers in weekly papers 
throughout Britain is now about 
fourpence per single column inch 
for each 1,000 copies sold. 

Whether it could be argued 
that this constitutes a good case 
for a selling price of fourpence is 
an intriguing problem. Some 
wizard of the weeklies might like 
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Mona 


~aceptionally ler 
for every type 


to attempt the task 
of fixing a ratio 
between the cost of 
an advertisement 
and the cost to the 
reader. In com- 


Meet Mr Bareham 


" ot Croydon's new fishing 
hop. A practice! ongler of 
35 yeors experience, (winner of 
Prince of Wales Angling Society's 
1950-5! Competition, premer spec 
imen) he will be pleased to advise 
an your fishing probiems. 

You ore invited to coll and see our 
@ stock of tockle 
angling. 

f it's ebout fishing—consult Mr. 
Berehom. 


BAIT ALWAYS IN STOCK 


Ogden Smiths y 


Specialists in Fishing Tackle 
NOW OPEN AT 
53 GEORGE STREET, CROYDON 


Phone’ Croydon 


7 JAMES'S STREET. LONDON, SW! & ed EXCHANGE LONDON €c> | 


parison with 
other media, the 
weekly rate seems 
reasonable enough, 
. * 
URING the past few weeks 
the weeklies have been 
receiving considerable attention 
from organisers of the Inter- 
national Advertising Conference. 
Gossip paragraphs and brief 
news-stories have been circulated 
by the Conference public rela- 
tions staff, using local personali- 
ties as their peg. Such items are 
welcomed in many weekly offices, 
since they give a local angle on 
a national event. 

What part will weekly papers 
play at the Conference? Subject 
for the specialised session organ- 
ised by the Newspaper Society is: 
“The tasks and responsibilities of 
local newspapers in a _ free 
world.” Overseas speakers who 
contribute to the discussion are 
likely to have a somewhat differ- 
ent definition of local newspapers 
than that commonly held here. 
Spokesmen for the weeklies must 
not be all foreigners, however. 

Scores of weeklies, up and 
down the land, wage valiant war- 
fare against the minor restrictions 
of petty officialdom. Coroners, 
police, and sundry bureaucrats, 
are publicly admonished on occa- 
sion for conduct which cannot be 
tolerated in a freedom-loving 
land. To the mighty moguls this 
may appear smal] stuff, but with- 
out such vigilance the standards 
of democracy would soon become 
eroded 


anyway. 
* 


* * * 
HROUGHOUT the land 
weekly papers owe a debt to 

W. T. Curtis-Willson, managing 


Record in black and white—including the one 


which got away. 


director of the Brighton Herald 
Ltd., whose year of presidency of 
the Newspaper Society did much 
to enhance their prestige. 
Modesty is among the virtues 


*he brought to this high office. 


There was little publicity, for 
example, when a few weeks ago, 
at an informal and_ intimate 
reception at the French Embassy, 
he was given the decoration of 
Chevalier of the Legion 
d’Honneur. 

The medal presented to Mr. 
Curtis-Willson was not a new 
one. It was the one originally 
conferred with the Croix de 
Guerre and Palms on M. Claude 
Bellanger, secretary of the Inter- 
national Federation of News- 
paper Publishers. When he heard 
that the honour was to be 
bestowed on Mr. Curtis-Willson, 
M. Bellanger determined to be 
personally associated with the 
tribute. He offered his own 
insignia to the Ambassador for 
the presentation ceremony, him- 
self accepting the new one. 

* * * 


HE part advertising agencies 

can play in helping local 
traders to gain the maximum 
results from their advertisements 
in the weeklies has been stressed 
before. No apology is needed for 
returning to the topic to spot- 
light another good example. A 
furnishing firm at Waltham Cross 
recently called in Armstrong- 
Warden Ltd. Here is one of the 
first advertisements which stood 
out from its fellows in the Hert- 
fordshire Mercury despite the 
fact that this journal has an 


CovERAGE OF SOMERSET 


CASTLE GREEN 


. TAUNTON --- 2 


(A.B.C. MEMBERS) 


31.STRAND.W.C.2. 
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unusually high standard through- 
out its advertisement columns. 

Neat, dignified—the advertise- 
ment covers a wide field in a 
small compass. Readers of 
weeklies who are often stunned 
by heavy lettering from traders 
who fancy their own style as 
experts in advertising are likely 
to be impressed by this—and 
similar—examples of agency 
technique. 

* * * 
BE-SPECTACLED gentle- 
man stares from the pages 

of many weeklies in radio ads. 
In the West he is speaking for 
Whitby’s Radio Ltd., in the Mid- 
lands for Seatons. 

“PURPLE DOGS" is the head- 
ing of one of his whimsical 
efforts. “We read a paragraph the 
other day about people in Paris 
who have their dogs dyed to 
match their clothes—and we were 
trying to imagine a purple dog 


walking along the main road.” 
Thus starts the copy. In next to 
no time we are asked if we have 
noticed the attractive colours 
radio sets are made in? We are 
urged to look into his shop win- 
dows next time we are passing— 

“but not to expect to see any- 
thing purple.” 

Finally folk are invited to 
“drop into any of our branches— 
We're friendly people.” 

No one will pretend that the 
public are fogged with techni- 
calities here. Copy is changed 
regularly. But the style 
remains. ... 

The friendly, personal note ts 
to be encouraged in advertise- 
ments in the weeklies. A better 
example is offered in the Croydon 
Times, in an advertisement for a 
new fishing tackle shop. The 
manager is introduced personally 
—and his fishing record is there 
in black and white! 


Advertising Analysis 


By London Rep. 


ARGE scale advertising for 

Wisk, Fab and Tide helped 
swell volume in the May issues 
of the weeklies in quite a few 
areas. Other notable features 
included a page for Boots the 
Chemists in a Manchester 
weekly, and a half-page Co- 
operative announcement for 
Free Enterprise Road Trans- 
port in a North-Eastern weekly. 
Several large space Road Trans- 
port ads. have been going in 
provincials of late. 

At the same time the Sunday 
nationals and the London even- 
ings have been very active since 
the recent selling price increases. 
All announced new and special 
editorial features. 

More of the multiple store type 
of firm are using local media to 
support their local branches. 
Some of these I have not seen in 
weeklies before. 


NEW CAMPAIGNS 


Clozone, 8 in. dic. 
west weeklies. 

Sta-Blond Liquid Shampoos, 
4 in. d.c. in north-west area. 

Wrights London Macaroons. 
concentrated 6 in. d.c. scheme in 
south-east. 

Naylor's Paints, new 4 in. d.c. 
in south-east. 

A. C. Spark Plugs, new wide- 
spread campaign. 

Jacobs Cream Crackers, re- 
appears in selected areas. 

Gaymers Cydette, re-appears. 
particularly in the north. 

Lifeguard Disinfectant. in west 
country. 

Gieves (tailors), local schemes 
supporting branches. 

Dickens Festival Pageant, con- 
centrated Kent campaign. 

Australian Government, 6 in. 
d.c. for workers and 6 in. d.c. for 
bus and: tram conductors wanted 
for Melbourne, in Lancs. 


in north- 


John Manners (outfitters), new 
scheme supporting local branches. 
(First time I have seen this ad- 
vertiser in weeklies.) 

R.A.F. Recruitment, 5} in. d.c. 

Spratts Patent, new 8 in. d.c. 
scheme in home counties. 

Lyons Superbread, new 6 in. 
d.c. announcing stockists in areas 
covered by the paper. 

Hampshire Furnishing Co., 
new scheme supporting local 
shops. 

Gordon's Gin, in west country. 

Corona drinks, 8 in. d.c. re- 
appear in general list. 

Regent Oil Co., 6 in. d.c. tying 
up with agricultural shows. 

Fullwood Milking Machine, 8 
in. d.c. re-appear—also tying up 
with farming shows. 

Wisk, 4-pages and 11 in. triples 
in various areas. 

Fab, 11 in. tc. and other sizes. 

Tide, 11 in. t.c. and other sizes. 

Dreft, 6 in. d.c. in selected 


as. 

Speedfix Tape, new 8 in. d.c. 
scheme featuring competition in 
widespread list. 

Macleans Toothbrush, 8 in. 
d.c. in north-east papers. 

Topsy Fruit Lolly, 6 in. d.c. in 
London area. 

Newball & Mason, 3 jn. d.c. for 
Masons Botanic Beer. 

Nutrigen Tablets, 4 in. d.c. 

Christy’s Emulsion, 3 in. d.c. in 
south-east. 

C.P.10 Poultice 
6 in. s.c. in Lanes. 


PUBLISHERS 


Sunday Dispatch, vy in. d.c. for 
Ruth serial, 8 in. dc. for foot- 
ball feature and 8 in. d.c. for 
“The Big Show.” All in numerous 
weeklies. 

Sunday Express, 11 in. d.c. for 
“Hitler's five War Secrets” and 
smaller sizes for “Heridity” fea- 
ture. 

Home Making (Kemsley), 4 in. 
d.c. re-appears in many areas. 


(Eno Ltd.), 
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HE 
WELLINGTON JOURNAL 
& 


SHREWSBURY NEWS 
NET SALES 53, 466 weekty (asc, 


Lor.don Representative : 
DAVID L. CLACKSON, 80, FLEET STREET, E.C.4, (CeNtrai 2626) 


POPULATION 
OVER 65,000 


CANNOCK CHASE 


KENTISH TIMES 


SERIES OF EIGHT LOCALISED EDITIONS. 


83,000 


COPIES WEEKLY 
Advertisement Flat Rate 23/- per s.c. inch 


NET SALE NOW EXCEEDS 


TIMES BUILDINGS, SIDCUP Tel.: Foots Cray 3077 (3 lines) 
London Office: 329 High Holborn W.C.1I Tel.: Holborn 2730 
also at Bromley, Orpington, Eltham, Bexleyheath, Erith and Dartford 


THE COUNTY OF 


MIDDLESEX 
CHRONICLE 


The newspapers 
of North Essex 


Lssex County 
rape ectaeactict | Standard 


3 “% a 
COLCHESTER 


Gazette 


Braintree and Witham 
TIMES . 


Over 41,000 a week 
— A.B.C. of course 


NET SALES 


42,333 


A.B.C. 

136 HIGH STREET 
HOUNSLOW 
Phone : HOUnslow 0016-7-8 
Clifforde nav 7} HOL 341! 


Founder Member London Suburban 
end Home Counties Press Group 
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MANY Teddington and 

Twickenham people are 
going to miss George Kirk- 
patrick when he goes to live 
up North at the end of next 
month. 

Kirkpatrick (who is _ Press 
officer at Unilever House) has a 
fine record of social service for 
these localities, which began even 
before he went to live in Tedding- 
ton in 1944, 

He has produced plays, worked 
for the Council of Social Ser- 
vice, helped to form an old 
people's welfare committee, was 
one of the founders of an organ- 
isation called the Silver Threads 
Association, and was first secre- 
tary of the Twickenham Society 
of Arts. 

Kirkpatrick could possibly 
claim to be the doyen of staff 
magazine editors. The job which 
he will have as manager of Lever 
Brothers’ editorial and _ public 
relations department at Port 
Sunlight is a new one. 

But he is not new to Port 
Sunlight; he went there from the 
Birkenhead News in 1920. 


* * * 


BY THE lucky accident of 
having a real live publicity man 
on the job, Stoke D’Abernon’s 
Festival one-day fair was given 
world-wide publicity. And with- 
out costing the organisers one 

nny! 

Invited to publicise the fair 
was 39-year-old T. S. Spurling, 


Will Samuel 


who is in charge of publicity for 
Tilley Lamps Co., Ltd., and who 
lives at Cobham. Immediately, 
he saw that Stoke D’Abernon 
with its ancient church and manor 
houses, has much more than 
merely local possibilities. It was, 
as he calls it, a “dollar job.” 

An article he wrote was given 
international distribution by 
B.O.A.C. and Pan-American Air- 
ways. The British Holidays and 
Tourist Association and some of 
American leading _ free-lance 
journalists were among others 
who have co-operated. 

Spurling has done some fairly 
notable things for his own firm. 
A publicity film for which a pro- 
fessional unit would have charged 


* ADVERTISING MANAGER’S CORNER j 


Tuilor-Made 


Even a well-turned-out advertising campaign can 
come apart at the seams if you try to make do and 


mend with shabby display. 


Mind you, we realize 


that budgets are a bit tight under the arms these 
days — but then we know how to cut the coat 
according to the cloth. And when and where to 
leave out the padding, too. After all, we’ve had 
over 38 years’ experience at it. 


Be smart, 


then — and in the fashion: 


find out 


from Harris what the well-dressed windows are 


wearing this year. 


And buttonhole us about our 
made-to-measure sales-aids. 


They’re in all shapes 


and sizes, to suit all pockets. 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.! 
Tel : REG 3295-6 


T. S. Spurling 


G. Kirkpatrick 


more than £2,000 was made by 
him for less than £100; he wrote, 
produced, and spoke the com- 
mentary for it. 

. o * 
WILL SAMUEL, whose publish- 
ing and advertising contracting 
firm recently celebrated its 
20th birthday, was telling me the 
other day of his early struggles. 

He hails from Cardiff. In 1925 
he got in touch with Roy Clark, 
at that time advertisement man- 
ager of ADVERTISER'S WEEKLY. 

On the strength of Roy's 
scribbled recommendation (which 
Will showed me): “I think this 
man can sell space if you want 
anyone,” he was given a job by 
Philip Emanuel. 

Everything was going swim- 
mingly. Then, like a bolt from 
the blue, came the General Strike. 
Along with many others he lost 
his job. So he got married! 

After free-lancing around, he 
established his firm. Lloyd's, the 
R.A.C., and the Institution of 
Production Engineers are among 
the many important organisations 
for which he now does publishing 
work. 

A member of the Publicity 
Club of London and the Aldwych 
Club, Will also does a good deal 
of public work in Hendon, where 
he has lived for 24 years. His 

2-year-old son Michael (having 
completed his military service) is 
now studying at the London 


| School of Printing before joining 


his father’s firm next year. 
a 7 a 
IN DECEMBER 1948, Norman 
Bower went to South Africa to 
take charge of operations for 
Intam Ltd., the London Press Ex- 
change subsidiary. His first office 
was a room in Durban he shared 
with a doctor; he had no staff 
and nowhere to put them if he 
had. 
To-day, as managing director 
of Intam South Africa (Pty.) 
Ltd., he heads a staff of 12. His 


' organisation occupies the former 


B.O.A.C. offices on the Esplanade 
at Durban. There is a branch in 


| Capetown, and a representative in 


Johannesburg. The list of clients 
is impressive. 

No wonder Norman, who is in 
England on a “flying” visit, looks 
well pleased with life. ells 


| me he travels 20,000 miles a year 


June 21, 1951 
Teddington will miss 
George Kirkpatrick: 
Live publicity gets 
world coverage for 
English village fair: 
Early struggles of 
publishing contrac- 
tor: Norman Bower, 
on flying visit, reports 
rapid growth of Intam 
in South Africa. 


By CONTACT 


in the Union and Rhodesia. His 
homecoming, by the way, is by 
no means a holiday, for Intam 
have arranged a schedule that 
occupies almost every hour of his 
14 days stay. 

Before going to South Africa, 
Norman was for a brief period 
editor of ADVERTISER'S WEEKLY. 
Earlier, he was advertising mana- 
ger of Philco and a director of 
C. J. Lytle Ltd. 


* * * 


RECENTLY “The Frogmen” 
was broadcast again. First broad- 
cast two years ago, it had been 
re-written by its author, James 
Gleeson, who is in charge of the 
Press and public relations depart- 
ment of Charles F. Higham Ltd. 

In co-operation with the B.B.C. 
producer, Tom Waldron, Gleeson 
wrote a book, The Frogmen, 
which, published last November, 
is now on its fourth reprint. It 
has been translated into Nor- 
wegian, Japanese and French, 
and its film rights have been sold 
to Twentieth-Century Fox. 


* *~ * 


NAME OF Gerald Samson (now 
a full partner in Mathew Crosse 
and Associates, the P.R. consul- 
tants) first became prominent 
when he was arrested by the 
Japanese military gendamerie 
during the Tokio military rebel- 
lion. In 1939 he returned to 
England and wrote his book, 
Warning Lights of Asia. 

As Air Ministry Intelligence 
Officer during the war, he covered 
the Desert Air Force campaign 
from Alamein to Tunis. 

In 1946 he returned to the Far 
East on a fact-finding mission 
(during which he acted as a News 
Chronicle observer), and is one of 
the few Englishmen to have 
spoken with Mao Tse-Tung. 


WEEKS WISECRACK 


~ 


“In view of the newsprint 
shortage, office cricket 
will in future be played 
with a real ball and not 
@ paper one.” 
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Publications News and Notes 


Saw Themselves 


After Dinner 

A special edition of the 
Scarborough Evening News 
printed for the Exide Convention 
included a photograph of the 
banquet taken only two hours 
before the Exide service agents 
had the edition in their hands. 

* * * 

A promotion folder has been 
produced by Newnes-Pearson for 
the special number of Aero- 
nautics to be issued in connec- 
tion with the Society of British 
Aircraft Constructors’ Flying 
Display and Exhibition, Septem- 
ber 11-16. 

* * * 

Festival issue of Discovery 
carries a colour supplement illus- 
trating scientific exhibits at South 
Kensington and at the South 
Bank Exhibition. Advertisements 
are exclusively of scientific 
interest. 

* ~ - 

Richard Stokes, M.P., will 
speak on raw materials at the 
Park Lane Hotel, Piccadilly, on 
July 2 at the second of a series 
of luncheons arranged by The 
Manager. 

* ~ * 

Latest of the Good House- 
keeping series of pictorial cookery 
booklets is “Egg and Cheese 
Cookery.” With 32 pages, eight 
in full colour, the booklet con- 
tains more than 40 photographs. 

* * * 

Abbott Laboratories Ltd. have 
produced a quarterly magazine, 
What's New, for free mailing to 
selected members of the medical 
profession. Advertisements are 
of Abbott products only. The 
cover-design, in colour, is by 
Gyorgy Kepes. Surrealist in 
style, it symbolises news of new 
developments being brought to 
medicine by carrier pigeon, which 
comes to rest on the rock of 
accumulated medical knowledge. 

. * * 

This London, a 72-page book- 
let produced by Oetzmann & Co., 
Ltd., the furnishers, contains 
articles of historical interest and 
a number of advertisements from 
chair, fabric, and other manu- 
facturers. Oetzmann have also 


produced a Festival furnishing 
fabric, also called “This London,” 
of printed linen showing famous 
London buildings. 

% * * 


Friday's issue of The Times 
Literary Supplement contained a 
section of 16 pages on children’s 
books. 

* * 

The first separate issue of Radio 
Weekly will be published on June 
29. Jt will contain programme in- 
formation about several European 
stations broadcasting in English 
including Radio Luxembourg. 
Television Weekly —-incorporating 
Radio Weekly—will still be avail- 
able in the television areas. 

* * 

From July the Arnhemsche 
Courant, of Arnhem, Holland, 
will also publish the Nijmeegs 
Dagblad, Nijmegen and district 
and the Gelders Dagblad which 
circulates in the area enclosed by 
the rivers Rijn, Waal and Maas. 

* * * 

A silver cover and a record 
number of pages marks the silver 
jubilee issue of the Ice Cream 
Industry. It has 52 editorial ard 
120 advertisement pages, 25 of 
which are in colour. An emblem 
block “1926-1951: Over 25 years 
of Trade and Progress” was pro- 
vided for use in the advertise- 
ments of supply firms established 
in or before 1926. Messages of 
appreciation are contributed by 
Maurice Webb, Minister of Food, 
and Hilary Marquand, Minister 
of Health. 

. - * 

The Daily Graphic is awarding 
200 guineas in prizes for the best 
and happiest photographs taken 
during Festival year. 

* * 

With the July issue, Collins 
Magazine introduces a new two- 
colour front cover. 

* * * 

The finals of The People 
national and darts teams cham- 
pionship of England and Wales, 
were televised by the B.B.C. 
Television Newsreel. 

* * * 

The Sporting Record Football 
Annual 1951-52, edited by Harold 
King, will be on sale by the 
middle of next month. 


ARTISTS AND 


SUDO 


lelephone: 


PHOTOGRAPHERS 


BRIGGS 
MUdeum 8404 


C2CHENIES STREET-W-E-l 


ADVERTISER'S WEEKLY 


plain 
vans for 
preference? 


If you are not one of those firms whose delivery men 
drive about in nameless vans, then what we are about 
to suggest will appeal to you. 

The idea is ‘ signature " papers. We design and print 
for you a special box paper, with your name and address 
or your trading device; symbols that by skilful designing 


provide visual appeal and convert otherwise vacant 


space into powerful 
advertising media. 
The cost is reasonable, and 
subsequent printings work out 
at no more than stock ranges, because 
the cost of the blocks is covered 
in the initial order. 


SANDERSON 


make 


Signature papers 


§2/53 BERNERS STREET, LONDON, W.1 
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ADVERTISER'S WEEKLY 


We Hear— 


THAT 12.000 visited the Luton 

Industrial Exhibition and Trades 

Fair when it opened on Saturday. 

Warren Seymour is the organiser. 
* * * 


THAT Pearl Beresford of 
Pageantry Ltd., is responsible for 
the pageant to be featured at the 
Festival of Cycling which leading 
Midland cycling manufacturers 
are sponsoring. 


THAT K. B. M. Grant, of FE. H. 
Parry & Co., advertising agency, 
was married at Enfield parish 
church to Miss G. M. Davison, 
of Smedley Advertising Ltd. 


THAT there is a possibility that 
the Isle of Wight will appoint a 
publicity officer at £1,000 a year. 
* * * 
THAT Dufay & Chromex Ltd. 
are sponsoring a baby contest in 
connection with the M.G.M. film 
“Father's Little Dividend.” First 
prize will be a £750 endowment 
policy. 
* * 
THAT the collection of shaving 
implements owned by J. H. 
Rand, president of Remington 
Rand Ltd., is to be shown at the 
Royal College of Surgeons and 
will be taken later to the chief 
European capitals to be exhibited 
in the scientific museums. 
* * * 


THAT “Clothes for Men” weeks 
throughout the country have been 
planned by Elem Clothes Ltd. 
“Briefing” of retailers is being 
carried out by Bill Taylor, Elem’s 
public relations officer 
. * * 

THAT a Father's Day present for 
Hugh Holker, northern § adver- 
tisement, manager of the News 
Chronicle, was the birth of a 
son to his wife Dorothy, who is 
daughter of F. John Roe, govern- 
ing director of the Manchester 
agency. It is their first child. 


Set for Service ... 


Three dimensional shoe display. 
Shoes in Pytram Rubber Com- 
pound with Laminated Paper base 


The production mould for the 
shoes is cast direct from the 
actual shoes and every detail is 
faithfully reproduced 

15 in. deep x Il in. wide x 64 in 
high overall 

Send to-day for your copy of the 
Pytram folder on advertising 
models. 


PYTRAM LIMITED 


DUNBAR ROAD, NEW MALDEN, SURREY. 


Telephone : Malden 3225/7 


This stand for the Shipping Federation, at the "Manpower Exhibition” 
at Westminster, was the work of the display and design division of 
A. E. L. Marsh & Associates. 


THAT J. R. Vanderbeek, adver- 
tising manager of the Lines Bros. 
Group, was married to Miss 
Patricia Barrett at Croydon. 

* * * 


THAT Leon Goodman (Leon 
Goodman Displays Ltd.) has 
hired a boat to take his staff, 
their families and friends on a 
trip from Westminster to 
Hampton Court on Sunday, July 
1. 


* * * 


THAT Plymouth Junior Cham- 
ber of Commerce is considering 
the production of a booklet pub- 
licising Plymouth as a_ holiday 
resort. 
* - 

THAT the National Aquarium 
Exhibition in London last week- 
end, for which R. C. Liebman 
was Press officer, attracted 10,500 
visitors. 

7. * * 
THAT Tenaplas Ltd., specialists 
in extruded plastics, are to present 
an annual prize to the pupil at 
Upper Basildon School, near 
Reading, who throughout the year 
shows the greatest proficiency and 
progress in English. 

* * * 
THAT the first British Instrument 
Jndustries’ exhibitibn is to be 
held in’ the National Hall, 
Olympia, from July 4 to 14. 
George Bonney and Harold 
David Ltd. are Press officers to 
the exhibition which has been 
organised by F. W. Bridges & 
Sons Ltd. 


THAT U.S. magazine ad. rates. 
it is expected, will increase in the 
autumn. 
* * * 
THAT cut-throat competition 
between seaside —s resorts in 
making concessions, for publicity 
reasons, to old age pensioners was 
criticised at a meeting of the 
Association of Health and Plea- 
sure Resorts. 
* * * 
THAT Murphy's have announced 
a new range of display furniture 
comprising six circular stands for 
table radio and television models. 
* - * 
THAT an exhibition of “Eating 
Out of Doors” arranged by the 
Council of Industrial Design 
opened at the Tea Centre, Regent 
Street, yesterday (Wednesday) and 
will continue until August 3. 
* * * 


THAT Peter Hope Lumley has 
been appointed by West Cumber- 
land Silk Mills Ltd. to handle 
their market research and sales 
promotion at home and overseas. 

; . * * 
THAT Flight for June 29, will 
contain a fully illustrated report 
of the classic King’s Cup, and 
other Festival of Britain 1951 
National Air Races, which are 
being held at Hatfield on Satur- 
day. 

* * 

THAT a new monogram has 
been approved for the Display 
Producers and Screen Printers 
Association. 


This stand for “Farm Mechanization” is being used at the big agricul- 


tural shows. 


It was built by Prince Publicity Services Ltd. to the 


design of Leslie §. Abbott. A feature is the double-sided sales counter. 
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CURRENT ADVERTISING 


‘Silk Week’ 
Publicity 


Colman, Prentis & Varley Ltd. 
have been appointed to handle 
the advertising of the Silk and 
Rayon Users’ Association and 
will be responsible for publicity 
for the national Silk Week to be 
held from September 10-15. This 
event coincides with the Inter- 
national Silk Congress to be held 
in London. 

In connection with the Silk 
Week there will be posters, 
designed by Cecil Beaton, on 
London underground and sub- 
urban stations. These will also 
be available to provincial 
retailers. In addition there will 
be a showcard of the same 
design and 1,000 retailers have 
been invited to make a special 
display of silks, fabrics and 
similar omens. 


Six Best On 


Posters 


The National Needle Arts 
Bureau Ltd. produced a set of 
three posters in connection with 
the final fashion show of the 
National Sewing Contest 1951 
which was held at the May Fair 
Hotel yesterday (Wednesday). 

The posters illustrated six 
national prize winning garments. 

They were sent to _ fabric 
buyers of stores throughout the 
country together with an explan- 
atory letter and a_ descriptive 
merchandise slip. 

Colman, Prentis & Varley Ltd. 
are the agents for the National 
Needle Arts Bureau. 

* * * 
ACCOUNTS MOVING 


The account of Adelaide Grey 
Ltd.. beauty preparations, has 
returned to Sells Lid. This agency 
has also taken over the account 
of Foster & Co., makers of 
stainless steel adjustable watch 
bands. 


* * 
Diamond Motors Ltd., Wolver- 
hampton, makers of Graiseley 
pedestrian controlled electric 
vehicles. have transferred their 
advertising to Nicholls Dorrity 
Advertising Ltd. (Birmingham). 
* * * 


NEW ACCOUNTS 

As from July | Pictorial Pub- 
licity Co., Ltd., will handle the 
advertising for Block & Anderson 
Ltd.. makers of the Banda. dupli- 
cating machine. Media to be 
used includes trade Press. 
Economist, and Financial Times. 
There will be a link up with pro- 
vincial Press advertising and 
dealers. 


* * 
Holman Advertising Ltd. have 
been appointed agents for Wheat 
Products Co., Ltd. Advertising 
1as been placed in the grocery 
trade journals. 


This poster, designed by Cecil 

Beaton and representing “The 

Renaissance of Silk,” will be used 

in connection with the National 
Silk Week in September. 


NEW ACCOUNTS (cont.) 


New client for R. S. Caplin 
Ltd. is Denson Personality shoes 
for men. An autumn campaign 
is planned for large space 
national advertising including a 
full colour whole page in Picture 
Post and a 11 in. quadruple in 
Daily Mirror. Point-of-sale dis- 
play material is being prepared 
to tie up with the Press campaign. 

* * 
NEW ACCOUNTS (Overseas) 

Hewitt, Ogilvy, Benson & 
Mather Inc. have been appointed 
agents for Blousemaker, manu- 
facturers of Textron blouses. 


NEW_CAMPAIGNS 


Holiday advertising for Bara- 
cuta rainwear is now appearing. 
W. H. Emmett & Co., Ltd., the 
agents, are placing in Daily Mail, 
Daily Express, News Chronicle, 
Times, Picture Post, Illustrated, 
and trade Press. 

* . * 

Hobbies Ltd. start an autumn 
drive at the end of September 
using 4 in. d.c. spaces in Daily 
Express, Daily Mail, Daily 
Mirror, News Chronicle, Daily 
Herald, Daily Graphic, News of 
the World, Sunday Dispatch, 
People. They are also advertis- 
ing in provincial papers support- 
ing Hobbies branches. Agents 
are T. B. Browne Ltd. 

* * * 


Arding & Hobbs, celebrating 
their 75th anniversary this year, 
are linking up with the Festival 
by featuring themselves as the 
South Bank Store. Current Press 
advertising includes the Daily 
Mail, Daily Telegraph, London 
evenings and south suburban 
papers. 

* * * 

Advertising for the new Ester- 
brook “Renew-Point” fountain 
pen, made by Esterbrook Hazell 
Pens Ltd., will start in August in 
national dailies, Radio Times, 
Picture Post, Eagle and other 
general interest magazines. Agents: 
Masius & Fergusson Ltd 

* * x 

Latest addition to the Spontex 
range of sponges, made by 
Sponcel Ltd., is a_ specially 
softened cosmetic sponge. This 
will be included in the normal 
Spontex advertising for which the 
agents are Crane Publicity Ltd. 


Holiday-makers Will Hunt 
The ‘Astral Girl 


A three-phase campaign for 
Astral skin cream, tying up with 
the A.B.C, film, “Happy Go 
Lovely” has been launched by 
D. & W. Gibbs Ltd. and Lintas, 
their agents. 

The campaign started with the 
running of a trailer in 300 A.B.C. 
cinemas. This offered patrons a 
small sample tin of Astral, “to 
give you a Happy Go Lovely 
skin.” 

Half a million tins were given 
away. 

Second phase in the campaign 
starts on July 4, continues to 
August 3. During that period the 
“Astral Girl with the Happy Go 
Lovely skin” will visit 26 holiday 
resorts. 

Before her arrival, a second 
trailer will run in the local A.B.C. 
cinema, announcing that details 
of a “spot the Astral Girl.” 

The first person to challenge 
her in the prescribed manner 
(clutching a tin of Astral is one 
condition) gets a £5 prize. 

This part of the campaign is 
also to be supported by the Daily 
Graphic, which will run a special 
slip edition for the town, featur- 
ing the contest. 


The Astral showcard featuring 
Vera-Ellen, star of “Happy Go 
Lovely.” 


The last stage of the campaign 
is a straight publicity tie-up be- 
tween Astral cream and _ the 
Happy Go Lovely film. Spear- 
head of this phase will be a 
double-crown showcard illustrat- 
ing Vera-Ellen, 
of the film. 


one of the stars 


| 


Agents are Greenly’s | 
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Planners 
and 


Producers 


of 
DIRECT 
MAIL 


RESULTS 
IF 


your campaign Is directed 
to the general public 

you wish to approach 
selected groups of 
consumers 

you want to contact any 
particular trade group 

you must mail to any or 
several kinds of industrial 
concerns 

you need any or all of the 
services connected with 
direct mail at home or 
abroad (Facsimile letters, 
addressing, enclosing and 
mailing etc., offset-litho 
printing) 


YOU WILL NEED 


SIMMONDS 


(POSTAL PUBLICITY) LTD 
82-84 PECKHAM RYE 
LONDON SEIS 
Telephone : NEW CROSS 5541 


Together with our associate company 
SIMMONDS PRINTERS LTD 
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FOR OIL COLOURS 
WATER COLOURS 
POSTER COLOURS | 


GEORGE ROWNEY & CO LTD 


10 PERCY STREET © LONDON ~ WI 


RETOUCHING 


in first class style 


@HALF TONE 
eCOLOUR 
@ LINE WORK 
*SCRAPER: 


CENTRAL 36 


HOWARD CHILD ¢CO-LTD 


113 EOMUND ST: BIRMINGHAM: 3 


FOR GOOD RELIABLE 


SIGNWRITING 


TO MEET EVERY REQUIREMENT 
REGINA STUDIOS (SIGNS & DISPLAYS) LTD 


27, BOSTON ROAD, HANWELL W7 
ai ones a6 08 
Personal ber Enquiries & Product 
Complete and Guaranteed Service in the Fullest Sense 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 

STUDIOS, LIMITED 

72a Plough Rd., Battersea, S.W.II 
Tel. Nos. Sottersec 5300 & 4886 


| wide t 
| countries of South America and 


POPPA AAAZ: 


The surest way of in- 
creasing your sales is to contact 
the Latin American market with 
its vast potential buying power. 
Advertisements placed in VISION 
reach the executives and men of 
influence there who BUY. 

This news and pictorial maga- 
zine, printed in Spanish, has won 
acclaim throughout the 


already has achieved a circula- 
tion of 50,000. New subscriptions 
are being received at the rate of 
200 to po a_week. 
Among th many advertisers reaching 
Latin American markets through VISION 
are’ The British Industries Fair, The 
United Nations, Westinghouse Eleciric 
International Co and International 
General Electric Co 

A full 15° commission is allowed 
to advertising agents. All accounts 
payable in STERLING. 

For full particulars of Visién, apply 
ATLANTIC PACIFIC REPRESENTATIONS 
(Deric Pearson) 

69 Fleet Street, London, E.C.4 
Phone: CENtral 5952-3 


consult the experts 


POINT OF SALE 


advertising 


te SHOWCARDS ¥& SIGNS ¥ DISPLAY 
STANDS IN METAL, WOOD AND 
PLASTIC ye METAL PRODUCTS 
%& ILLUMINATED SIGNS 


$70 


@ Continued from page 523 


Statement on Re-sale Price Main- 
tenance was presented. 

The Statement begins by assert- 
ing that re-sale price maintenance 


| applies nearly always to branded 


goods (which in 1938 accounted 
for 30 per cent of public expendi- 
ture, a percentage that is prob- 
ably higher now). It then devel- 
ops the argument that, “where 
a powerful association exists in 
a trade, it may be hazardous for 
a particular manufacturer who 
has no strong feelings in the 
matter to stand out against the 
wishes of the organised distri- 
butors.” 

The Government, it is stated, 
has two main objections to re- 
sale price maintenance which, it 
believes, has the economic effect 
of stifling competition and pre- 
vents shopkeepers from making 
price reductions they would be 
able and willing to make. Its 
methods of enforcement are criti- 
cised as involving a_ private 
system of law and punishment 
allowing no appeal to the estab- 
lished Courts of Justice. 

Selective price-reduction 

The White Paper states: 

“The particular object of fear 
on the part of those who regard 
the continuance of re-sale price 
maintenance as essential is the 
‘loss-leader.’ This term is applied 
to a particular type of selective 
price-reduction. A trader makes 
a marked reduction in the price 
of some selected line of goods, 
perhaps even selling that line at 
a loss, in order to attract cus- 
tomers to his shop in the hope 
that once there they will buy 
other goods bearing a full margin 
of profit. 

“It is a form of advertisement 
and the extent of the price-cut in 
the selected goods may bear no 
relation to the trader's general 
level of costs. 

“Nationally advertised lines of 
branded goods are particularly 
apt for use in this way because 
the public look out for them and 
can readily compare prices from 
shop to shop. so that the ‘loss- 
leader’ price-cut is sure to be 
noticed. 

“It is argued that when ‘loss- 
leading’ becomes widespread, a 
serious instability is introduced 
into the trades concerned and this 
ultimately does harm to the 
manufacturers of those branded 
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goods which are used as ‘loss- 
leaders’ and to the buying public. 

“It is said that when faced with 
a ‘loss-leader’ in their neighbour- 
hood, other traders cease to stock 
the line concerned. (They may 
also reply by ‘loss-leading’ in 
some other line, thereby spreading 
the practice.) The manufacturer 
finds that orders for the line 
fluctuate seriously and this may 
upset the steady flow of produc- 
tion and distribution on which 
the low costs of standardised 
branded goods depend. If ‘loss- 
leading’ is very common, traders 
will also seek to sell more un- 
branded goods or their own 
special brands, so as not to be 
caught with stocks of goods which 
are sold at cut-prices by compe- 
titors.” 

The Government considers that 
these fears are exaggerated. 

The White Paper continues: 

“In particular the argument 
fails, in the Government's view, 
to take account of the differences 
in conditions between the years 
of deflation and unemployment 
in which the practice of re-sale 
price maintenance was built up 
and the present era of full em- 
ployment and a high level of de- 
mand, In the former conditions 
sellers had to go to great lengths 
to tempt the public to buy. 

“The Government does not be- 
lieve that in the absence of re- 
sale price maintenance extreme 
forms of price-cutting and other 
means of forcing sales would be 
likely in conditions of full em- 


ployment to become a_ wide- 
spread or general feature of 
trading. 

Maximum prices only 


“The Government proposes to 
provide in the legislation to be 
introduced that manufacturers 
shall be entitled to indicate, 
recommend or prescribe only 
maximum prices for the resale of 
their goods and it will be unlaw- 
ful to give any indication of 
re-sale price unless it is clearly 
stated that the price indicated is 
a maximum. 

“This means that the manu- 
facturer will still be able to in- 
form the public through adver- 
tisements and on wrappings of 
the maximum price at which they 
may expect to obtain his goods. 
The public will know that this 


EXHIBITION STANDS 
DISPLAYS 
LETTERING 

POSTERS 
SERVICING 
AND STORAGE 


MERCURY 


DISPLAYS LTD. 
245 VAUXHALL ROAD 


BRIDGE 
VICTORIA - S.W.1 - TEL. VIC 0912-3 


SILK SCREEN ARTS Lt? 


97 SHIRLEY ROAD.CROYDON 
ADDISCOMBE 314 ?+6 


HIGHEST GRADE 
CLEAN & SHARP 
CRAFTSMANSHIP 


SPEEDY SERVICE 
\ EXPRESS 4 
DELIVERY 


DAYLIGHT GLOWING POSTERS 
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price will not be exceeded and | 


the manufacturer will be free to 


the market for his goods 
charging a higher price. 

At the Press conference, Sir 
Hartley emphasised that the 
Government did not expect an 
immediate and dramatic fall in 
the cost of living as a result. But 
the abolition of re-sale price 
maintenance would tend to make 
reductions in prices easier in 
regard to some things; a very 
wide range of commodities were 
covered by these minimum price 
fixing agreements. The import- 
ance of their abolition was, how- 
ever, that this would in the long 
run promote healthy competition 
and encourage greater efficiency 
in the retail and distributive 
trades. The only people who 
need be afraid of the abolition 
of re-sale price maintenance were 
the unenterprising _ inefficient 
traders who wanted to be 
cushioned and protected against 
competition. ; 

Asked whether nationalisation 
in the retail industry, including 
the introduction of the self- 
service store, might not tend to 
cause employees to lose their 
jobs, he declared that “some 
degree of mobility” in moving 
from one industry to another was 
to be welcomed. “Unless it 
resulted in unemployment, I 
should not regard it as a disaster” 
he added. 

Pointing out that in some in- 
dustries, such as the drapery 
trade, re-sale price maintenance 
is practically non-existent, Sir 
Hartley said: “We don’t get cut- 
throat competition there. I don't 
see why it ought to exist in other 
shops.” 


‘Claritas’ Type In 
‘The Times’ 


The front page of The Times 
and certain other sections of the 
paper are now being set in a new 
and specially designed type— 
“Monotype” Times New Roman, 
Series 327. 

Christened “Claritas,” the new 
fount, in the opinion of experts, 
achieves the highest degree of 
legibility that has yet been 
reached on an_ under-six-point 
body. It has made possible such 
extra service as, for example, 
over 200 additional entries in the 
Stock Exchange quotations and 
a welcome relief to the waiting 
list of small announcements. 


by 


prevent distributors from spoiling | 


Consult 
G. F. TOMKIN LTD. 


For the Printing of Weekly 
and Monthly Publications. 


501-5 GROVE GREEN ROAD 
LONDON, E.i! 
Telephones LEYtonstone 1164/5 


COMPANY MEETING 


ASSOCIATED NEWSPAPERS, 
LIMITED 


LORD ROTHERMERE’S STATEMENT 


The Forty-sixth Annual 
General Meeting of Associated 
Newspapers, Limited, will be held 
on Wednesday, July 4, 1951, in 
the Memorial Hall, Farringdon 
Street. London, EBC. 

The following is from the 
statement by the chairman, Lord 
Rothermere. 

During the year covered by the 
Accounts and on into the current 
financial year the whole of the 
newspaper industry has been 
dominated by the complete in- 
stability in the price and supply 
of our principal raw material, 
newsprint. 

In spite of these conditions, I 
am pleased to be able to present 
the Accounts showing a trading 
profit of £734,464, which, al- 
though a little lower, is not 
materially different from last 
year. 

Our income from the Anglo- 
Newfoundland Development 
Company, Limited, at £625,748, 
is more than double last year's 
figure. This arises because a 
special dividend of $2 per share 
was paid last December in that 
Company's financial year 1950. 
Immediately after paying this 
dividend the Company made a 
bonus issue of two shares for 
each share issued and your Com- 
pany, which had slightly in- 
creased its holding in Anglo- 
Newfoundland, now owns over 
three times as many shares as 
when I last spoke to you. 

You will see from the Con- 
solidated Accounts of our other 
Subsidiaries that the results have 
been more than well maintained. 
consolidated trading profits of 
£918,156 comparing with £682,704 
last year. 

By virtue of the increased 
revenue this year the Tax charge 
is heavier, and made more so by 
the new 50 per cent rate of 
Profits Tax on distributed profits 
which operates as from January 
1, 1951. After charging this 
enormous burden of taxation at 
£859,324, there remains £633,548 
available. 

Your Directors recommend the 
payment of a final dividend of 
124 per cent and in addition, 
arising from increased income 
from a subsidiary company, a 
bonus of 5 per cent. 

After providing for such divi- 
dends and placing £205,528 to 
reserve the balance carried to the 
Balance Sheet is £499,879, 


THe Dany Mau 

The editorial treatment of The 
Daily Mail has concentrated on 
the provision of more news. 
There has been a pruning of 
headline display, a notable in- 
crease in the coverage of impor- 
tant events both at home and 
abroad. The leading articles of 
The Daily Mail have won a 
remarkable degree of readership 
and influence of which we can be 
proud. The result has been a 
further enhancement of 
prestige enjoyed by The 
Mail throughout the world, which 
has been concurrent with an in- 
crease in its net sale to the 
highest level ever attained in the 
history of the paper. The pulling 
power of The Daily Mail as an 
advertising medium is undimin- 
ished, and it continues to hold a 
clear lead in popularity with ad- 
vertisers and advertising agents. 


THE EVENING News 

During the year under review 
The Evening News, by maintain- 
ing its high standard of journal- 
ism in news, features, and sport, 
has consolidated its position as 
the world’s greatest evening news- 
paper by reaching an all time 
record sale of 1,742,592 copies a 
day throughout 1950, 


SuNDay DispaTtcu 
The Sunday Dispatch increased 
its weekly net sale by nearly 
300,000 during the past 12 
months, and now stands at the 
highest figure in its history, well 
in excess of 2,500,000. 


OTHER ENTERP#ISES 

I will not attempt to review our 
other various enterprises in any 
detail. 1 must report, however, 
that the Daily Mail \deal Home 
Exhibition was an even greater 
success this year than last year. 
Over 1,168,000 paid for admis- 
sion, which is 78,000 more than in 
1950. 


STAFF AND PENSIONS 


Shareholders will remember 
from previous Balance Sheets, 
that over a period of years we 
have set aside substantial sums to 
enable us to found Pension 
Schemes for our staff. The 
Directors have now decided that 
we are in a position to proceed 
in this matter, and | am happy 
to tell you that an advanced stage 
in the preparation of these 
schemes has already been reached. 


RENART 


STUDIO LTD 
EALING 3362 
4644 
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ADVERTISER'S WEEKLY 


(continued from page iii of cover) 
BUSINESS OPPORTUNITIES 


POSTAGE Reduced for 
Your DIRECT MAIL 


by using HOMEX up-to-date 
MAILING LISTS. 


Built to YOUR requirements. 
All Dead Wood Eliminated. 
Every name a PROSPECT. 
Enquiries to 
Statistical Department, 


HOMEX PUBLICITY 
66 New Bond St., London, W.1 
ARC: 6076. 


MAGAZINES.  Foyies_ arrange postal 
subscriptions for all British magazines 
and periodicals and almost all American 
and Continental Publications. W. G. 
FOYLE LTD. (Subscription Depart- 
ment), 119-125 Charing Cross R 
London. W.C.2 

PHOTO-UNION LITD., all photograpmic 
services and facilities. Studio House, 12 
Soho Square. W.1. GERrard 7184 


SHOW CARDS, CUT-OUTS, 
Book Jackets. Advertising Folders, 
etc., by photo-litho or letterpress 
(own photo-litho process plant.) 

CARILLON PRESS LTD. 
Fine Colour Printers, 

Telephone: 
London Office: 

Phone CENtral 1740 


TENDERS 


SOUTHPORT OFFICIAL GUIDE 
BOOK AND STREET PLAN 1952 
The Southport Corporation invite 
tenders for the printing of the 1952 


Southport Official Guide Book, and the 
Official Street Plan for 1952 


Specifications may be obtained from 
the General Manager, Fublicity and 
Attractions Department, Town Hall, 
Southport. 


Tenders in plain sealed envelopes 
endorsed ‘Official Guide Book Tender"’ 
or “Street Plan Tender’’ in the top 
left-hand corner must reach the under- 
signed not later than 10 a.m. on Monday, 
16th July, 1951. 
Town Hall, 
SOUTHPORT. 


l4th June, 1951. 


SALES AND WANTS 


PAPER FROM STOCK 
(Subject to being unsold) 
White Bank S/O L/P 11 Ibs., 
Cream Wove L/P 18 Ibs., Dup- 

licating paper, envelopes, etc. 


J.N.P. (London) LTD. 
2 Middle St., E.C.1. Met $322; Mon 2402 


SPECIAL ANNOUNCEMENTS 


See June 14 issue of Advertiser's 
Weekly pages 514-515 for the 
Advertising Services and 
Supplies Section. July 12 will 
be the next issue containing 
these services. 


R. EDGAR PERRINS. 
Town Clerk. 
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—ee ADVERTISING 


S72 


| CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT, 3s. 6d. per line, 35s. per 


GENCY, requires first class he 

man with good knowledge of 

types, cetc., capable of 

sales literature and adapta- 

tions. Creative ability an asset. Agency 

training essential. This is a responsible 

position and offers — apem. 
Write fully, in confiden 

Box 212 Ad, Weekly 180 "Fleet St EC4 


A LARGE ENGINEERING COMPANY 
has a 


VACANCY 
in their 
PUBLICITY 
DEPARTMENT 
in London 


Excellent opportunity for 
keen, energetic, adaptable 
man with good experience, 
and some knowledge of 
engineering. Write giving 
age, experience and salary 
required to 


Box 154 
Advertiser's Weekly, 180 Fleet St., E.C.4 


-— — ee = REQUIRES first 
class Manag t have excellent 
cupericnce "thoes "posktion offered— 
write fully stating age and salary 
required to 
Box 223 Ad Weekly 180 Fleet St EC4 
APPLICATIONS invited for position of 
Printing Representative Croydon Print- 
ing House Estimating experience an 
advantage Write stating experience 
and salary required to 
Box 215 Ad. Weekly 180 Fleet St EC4 


APPUINTMENTS WANTED 
classifications, 
charge, one lime plus 9d. covering 
advertisements 


under seven insertions MUST BE. PREPAID. 
Weekly,” 180 Fleet Street, London, E.C.4. 


, Js. , oF |, -4—, be 
4. per line, 4S. per display ‘panel inch e 
postage. 


arr) a 
ws 3 lines. Box = 


application: 
y* *- a Advertiser's 
CHAncery 8844. 


APPOINTMENTS VACANT 


TECHNICAL ARTIST, preferably with 
experience, able to 
first class line drawings from blue 
prints. Write to Haywa: P 
l6la High Street. Bromicy, Kent. 
ACE SALESMAN rcquired for 
established technical journal. 
is an excellent opportunity 
pienty of scope for an 
enced man, Salary £520 per annum, 
plus commission 
details 
etc 
& Partners Ltd., 
S . weudh Temple Avenue, London, 
COMPTOMETER OPERATORS required 
for temporary work—West End, City 
and London Suburbs. Travelling allow- 
se. Occasional and permanent vacan- 
for fully experienced operators 
Write Essex Calculating Service 
High Road, Chadwell Heath, 
"Phone Seven Kings 9933 
WE NEED a capable young copywriter 
with a lively mind, positive style, and 
Practical interest in people and selling 
for work on National, Mail Order and 
Retail Accounts Write in first in- 
stance to Copy Director, Reid Walker 
Advertising Ltd., Salisbury Square 
House, Fleet Street, E 
TYPIST /TELEPHONIST = required — for 
well known Advertising Agency. Short- 
hand not essenual. Phone for appoint- 
ment WHltchall S411 
VOUCHER /CHECKING CLERK anu 
an assistant wh typing cxperience 
required by 4 known West End 
Advertising Agency the 
first_ instance REG 1872 


A LONDON PU BLISHING | HOUSE 
producing a quality publication (techni- 
cal) is se¢king a first class contact man 

selling ability and 

negotiating business at 

highest level. Good references essential 
Salary sand commission 

Box 222 Ad. Weckly 180 Fleet St EC4 


Phone in 


to hear from you. 


unusual ability. 


man. 


Write: ART DIRECTOR 


VISUALISER 


If you are a really top-line visualiser working on 


a group of accounts in one of London’s leading 
agencies and feel that your experience and ability 
warrant a change for the better, we would like 


The man we seek is already earning a good salary 
and he knows he’s worth more. We are not interested 
in normal humdrum competence. 
If you can't match this need, please 
don't waste your time or ours. 
a factual letter saying what you've done, what you are 
doing, and what salary you are getting. 


The job is one of unlimited scope for the right 


SERVICE ADVERTISING COMPANY LTD. 
77 BROOK STREET, LONDON, W.! 


We want flair and 


If you can, let us have 


SPACE SALESMAN required, fully ex- 
perienced for Official Publications will- 
ing to travel, high commission basis 
and fares. Full particulars to 
Box 9628 Ad. Weekly 180 Fleet St EC4 
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APPOINTMENTS VACANT 


NORTHERN IRELAND. Advertise- 
ment Representative required for 
Northern Ireland and possibly Dublin, 

a commission basis, for widely 

Textile Export Media Box 

4/7 Salisbury Court, Fleet 

E.C.4 

SPACE SALESMAN wanted for weekly 
local in North London Preferably 
resicent Full details 
Box 210 Ad. Weekly 180 Fleet St BC4 


LAYOUT MAN or woman required for 

r-tume work on monthly trade 
journal 

Box 206 Ad. Weekly 180 Fleet St BC4 


Street, 


and brief specifications. 


vantage but not essential. 


industrious and imaginative 
giving full details experience 


S.W.3. Applications will be 


COMMERCIAL AND INDUSTRIAL 
DESIGN VACANCIES 
W. M. de MAJO has vacancies for experienced 


(1) ASSISTANT DESIGNER fully cofversant with EXHIBITION AND 
INTERIOR DESIGN, capable of executing complete working drawings 
Experience of Industrial Design an advantage. 


ASSISTANT DESIGNER for FLAT PRODUCTION WORK, neat 
lettering man and able to execute first class block drawings; 
at least working knowledge of typography 


Both vacancies offer permanent, interesting opening for keen 
men. 
and salary required and submit 
specimen samples to Miss B. 
treated as confidential. 


must have 
Figure drawing an ad- 


Write in first instance 


Wainwright, 33 Jubilee Place, 


ADVERTISEMENT REPRESENTATIVE 
of proved space-selling ability, prefer- 
dvertiser s 
at top level 
work anywhere in 
England (with H.Q. at London), prime 
requirements. A great opening for a 
keen, hardworking man: adequate re- 
muneration according to business-get- 
ting capacity Write fully. in con- 
fidence, General Manager, 180 Ficet 
Street, E.C.4. eam 
SPACE SALESMAN wanted for growing 
monthly covering specialised wade. Full 
details to 
Box 224 Ad. Weekly 180 Fleet St EC4 


The Advertising Departmen: of a large 
engineering organisation in the N.W. 
has a vacancy for a 


YOUNG COPYWRITER 


for duties connected with technical 
catalogues, leaflets and advertisements. 
Essential qualifications are engineering 
knowledge and writing experience. 
Some knowledge of advertising practice 
would be an advantage. A _ pension 
scheme is in operation, holidays are 
generous and working conaitions and 
prospects are good. 

Salary according to experience but not 
less than £400 p.a. Full details to: 


Box 168 
Advertiser's Weekly, 180 Fleet St., E.C.4 


PRODUCTION: London Agency has a 
vacancy for a first class Production 
Man with sound knowledge of blocks, 

¢, etc. Holidays as arranged. Writc 
. Stating age, experience and salary 


DIRE “TORS! HIP. duc “to 
is offered in a well-known 
London an able contact 
executive, accounts of his 
own, and outstanding ability in copy and 
ideas. Four figure salary, expenses and 
commission on own accounts. No in- 
vestmenmt required 
Box 214 Ad. Weekly 180 Fleet St EC4 
EXPERIENCED SECRETARY required 
by West End Advertising Agency 
Knowledge of Advertising an asset, but 
not essential. Phone GER 5482 
YOUNG DISPLAY and exhibition 
designer/draughtsman required by b- 
licity Department of large engincering 
company in Manchester Apply in 
writing, stating age, experience and 
salary required, to 
Box 208 Ad. Weck'y 180 Fleet St EC4 


retirement, 


ACCOUNT EXECUTIVE required 
London Agency with provincial 
overseas branches. Excellent prospects 
of life-long association Every faci- 
lity offered Wonderful opportunity 
for experienced man who is handling 
worth while business. Write in first 
instance in confidence to the Agency's 
consultant (Agency's own Account 
Executives have been informed of this 
Advertisement) : illiam Kern, 

A.C F F.1. Arb., 10 

_EC.2. at 

OR ~GIRL ‘required as Process 
Order Clerk for : 

Irteresting progressive 

Apply: ¢ 

65 Livery 


position, 
& E 

Street, Birming- 

WANTED, Northern Representative to 
act as Agent on behalf of the Electric 
Newspaper now in operation in Black- 
pool Must have contact with leading 
Advertising Agencies. Electric News 
Lid., 3 Edward Street, Blackpool. 


We don’t need a Salesman 
.... but we want a 


REPRESENTATIVE 


We create and produce Showcards, 
Cutouts and Point of Sale Advertis- 
ing in Paper, Cardboard and a 
variety of other materials. 


The man we want should have a strong 
connection among National Advertisers 
in Lancashire, West Riding and Cheshire, 
be aware of their Point of Sale problems 
and accustomed to receiving and giving 
instructions for the Creation of display 
units for reproduction in quantity. A 
general knowledge of printing and 
display production wou! be ad- 
vantageous. 
This is a four-figure job for a capable 
man about 30-35 who would paid 
a substantial salary with commission. 
He would be supported by the intimate 
and highly esteemed creative service of 
well known Producers and expected to 
take over and develop the ge 
connection in the area. Write fu 
details of history, present employment, 
age, etc. 

Box 9590 
Advertiser's Weekly, 180 Fleet St., E.C.4 


ADVERTISING SPACE Sales staff re- 
quired for London and some Provincial 
areas by established firm. Good oppor- 
tunities for hard workers. 


Box 20S Ad. Weekly 180 Ficet St EC4 


’Phone your Classifieds to CHA 8844 (Ex 23) 
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APPOINTMENTS VACANT 


OPPORTUNITY 
OCCURS 


for a man aged 30-35 

Ewith Advertising Agency 
experience to join a well 
established medium sized 
Agency (LP.A.) as assis- 
tant to Director. Prospect 
of eventual Directorship 
to the right man. Estab- 
lished connection an 
advantage. Write in con- 
fidence giving full details 
of qualifications to 


Box 234 
Advertiser's Weekly, 180 Fleet St., E.C4 


TECHNICAL COPYWRITER. Leading 
London Advertising Agency 
assistant technical 


= lifications. 
x 232 Ad. Weekly 180 Fleet St BC4 


EXPERIENCED L ING and = 
Out artist required. PRAIT & 
(Advertising) Lid., 11 Albert Square, 


__Manchester, 2. 


A VACANCY will occur in the advertis- 
ing office of a weekly professional 
journal for a woman who knows how 
to handie copy, proofs, space book- 
ings and advertising agents. 
tions, giving full 


experience and indication of 
comket, a chow be submitted by J July 


6 Ww. 
Box 174 Ad. Weekly 186 Fleet St EC4 


IS THIS YOU? 


—a youngish man who can prove 
that he can REALLY sell space in 
a competitive field. 

—who will welcome the opportunity 
of travelling throughout the 
country, from H.Q. in London. 

—who can interview (and sel!) at the 
highest level. 


—who will take pride in representing 
the leading trade journal in its field. 
—who not only wishes to make good 
money, but who realises that it is 
necessary to EARN it...and can 
do so, 
iF THE CAP FITS, SEND FULL PAR- 
TICULARS OF YOUR CAREER NOW, 
to 
Box 219 
Advertiser’s Weekly, 180 Fleet St., E.C.4 


REPRESENTATIVE (lady), required by 
well known photographers offering a 
fully comprehensive service. Salary, 


mm an tite, 
Stating ms anes and connections, if 
any, etc., 

Box 211 ‘ad. Weekly 180 Fleet St EC4 


RETOUCHING 
ARTIST 


Capable man required used 
to handling engineering sub- 
jects. Good working con- 
ditions, five day week. 
Permanency for right man. 
Write or phone: 
BATESON & STOTT 
45146 St. Paul’s Churchyard, 
E.C.4. CENtral 2664. 


CLASSIFIED ADVERTISEMENTS 


BIG CIRCULATION 
NATIONAL 
REQUIRES 
ADVERTISEMENT 
REPRESENTATIVE 


SALARY £1250 


FULL DETAILS REGARDING AGE 
AND EXPERIENCE TO. 


Box 231 
Advertiser’s Weekly, 180 Fleet Street, London, E.C.4 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


ADY ORTREMEN 1 REPRESENTA- 
TIVE with successful space-sclling ex- 
perience is invited to write to 
established technical publishers for a 
position which offers remarkable scope 
and = excellent Ability, 


plenty energy is needed 

is intended to be a per- 

manent and progressive one. Salary, 
Pension 

scheme. Write full details of age and 


selling experience to 
Box 227 Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS WANTED 


MANAGER, 35 


advertisi —y- commer 
pos. Conversant wit = 


Prom ‘omotion material, ‘hni- 
cal literature, ae supervision of Print- 
ing Departmem. Excellent references. 
Box 228 Ad. Weekly 180 FPleet_St BC4 
LETTERING ARTIST cequiring Studio 
experience, Conscientious work offered. 
Opportunity and moderate salary. 
Box 229 Ad. Weekly 180 Fleet St EC4 
EXPERIENCED LADY (9), seeks pos 
as Personal Aston, exhibition or a 


isi rmingham. 
Box 221 Ad Weekly 18% 180 Fleet S: BC4 
“CREATIVE CONTACT. 
I feel certain that my experience of 
over 20 years with leading London 
Agencies can be of valuable use to a 
medium-sized firm. General consumer 
or Technical. Please write 
Box 230 Ad. Weekly 180 Fleet St BC4 
GROUP 
ART DIRECTOR 


seeks new appointment 


Visualiser with 18 years 


ing 
his services to a medium-sized 
Agency desirous of making 7 


Box 217 
Advertiser’s Weekly, 180 Fleet St., E.C.4 


ADVERTISING— Leading, gnats require LETTERING ARTIST, 
young iady ww  checi charges for showcard experience 
printers blocks, etc, Previous i- 
— = advantage. 
—5.30). 


either sex, with 
. interesting work. 
ood conditions, 5 day week. Write or 
5 day week (9.30 call, with specimens, Studio Films, 71 
Write stating age, experience Ww.1. 

Secretary, 


8a requ! to 
Greenly’s Lid, 5 Chancery Lane, 
W.C.2. 

OUTDOOR ADVERTISING Inspector 
tequired by leading London Agency to 
cover S, Wales and S. West area. Car 
driver and resident in the area. Write 
Stating age, ae it any, and 
Salary required t 
Box 207 Ad. Weekly 180 Fleet St BC4 


U ADVERTISING. Keen 
site-getter wamied as ‘eo London. 
Good unity ‘oo for 
— man. Write, sivies ll particulars 


Box 235 Ad. Weekly 180 Fleet St BC4 


OPPORTUNITY 


FIRST CLASS for agency man 
LETTERING ARTIST If you are experienced in 
block ordering, typo- 
wanted graphy and preparing 
IMMEDIATELY accurate printers layouts, 
, and are able to produce 

for leading London Studio. 


origina] layouts for print; 
if you would like to join 
a modern agency with 
congenial working condi- 
tions and good prospects 
of advancement, write, 
giving full details of 
agency experience and 
commencing salary re- 
quired to: 


Top salary. 5-day week. 
Holidays this year. Full 
details to 
Box 218 
Advertiser's Weekly, 180 Fleet St., E.C.4 


THE CROOKES LABORATORIES LIMI- 

} 4 invite applications for post = 
writer. Requirements are 

ability to write, proof-read and handle 

generally a'l technical and medical 

literature, advertisements, etc., and to 


Box 216 
Advertiser's Weekly, 180 Fleet St., E.C-4 


fit into the organisation of an enthusi- 
astic Advertising ment. The 
ition is progressive 
wen Applications, MANAGING CLERK required (with 
pened on July 10, should state age. view to Management) for Stereotypers, 
experience, qualifications and salary to take charge of Office and Accounts. 
required, and may be_ addressed in Must have had similar experience, good 
salary —_ to right to Write 


Laboratories Limited, 


i04-112 statin experience, to Clarke 
Marylebone Lane, London, W.1. 10 Stacey Servet. W.C.2. 


& Perry )Tias 


EXPERIENCED ART DIRECT is 

considering change. If you are interested 
case contact 

ox 236 Ad. Weekly 180 Fleet St BC4 

EXECUTIVE, 32, with special 

publicity, 

dircct mail = 


experi- 
primt pro- 
distribution 
methods, 
or agency where feoults will be 
cewarded. 
Box 16) Ad. Weekly 180 Ficet St_ EC4 


y 
cel House, Whitcombe Street, W.C.2 
(WHitehal! (5324). We specialise in 
efficient personne 
YOUNG MAN a) ——S = 
newspaper advertising 


preteral ly Publicity 4 1 = 
Box 209 Ad. Weekly 180 Fleet St_EC4 


come neumans typing. No Saturdays, 


agc 20. 

Box 225 Ad. Weekly 180 Pieet St EC4 
ARTIST, ail grades, 1 

national manufacturcrs, 

engagement, practical cx; 


years with 
available for 
1 perience many 
trades where illustration and industrial 
design pair. Not London or Midiands 


picase 
Box 220 Ad. Weekly 180 Fleet St BC4 


-PRINTERS 


MIDLAND PRINTERS invite inquiries 
from ao blishers for — monthly or 
ical rotary 


— press. 
per el able 
Box 213 Ad. Weekly 180 Fleet St EC4 


FREE LANCE SERVICES 


POSTER INSPECTOR, cic., free lance 
Bristol, Gloucester 


irmingham, 
TYPOGRAPHICAL LAYOUTS for ad- 
vertising and display. WES 


(Continued on page ma 


’Phone your Classifieds to CHA 8844 (Ex 23) 
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Faster service... 


ee Time and money can be saved 


by using Kodatrace for 
SILK silk screen negatives. Stencils 
SCREEN are easily prepared, without 
the use of filters and 
NEGATIVES other equipment, simply by 
tracing and filling-in each colour 
with opaque paint. 
Kodatrace is the modern studio 
technique for colour line 
separations, line negatives, 
line drawings from photographs, 
superimposed lettering, 
BX: each ™ su fir ae retouching, etc. 
i. of The Royal Air 2 _, ey Line drawings 
from eee 
EF 
$x % 
ess te 7" 


A KODAK PROCUCT 


yj i 
Kodat ace 


Supplied in 30” and 40° widths in rolls of 20 yards and half rolls of 10 yards. 


ed 
80, 000 Air Mind yt Sole Distributors : H.C.STemn 
Civilians 
interest in 


CRAVEN HOUSE, 121 KINGSWAY, LONDON, W.C.2. Tel: HOL. 6086 


— STOP PRESS — 


RE-SALE PRICE | Sircessa*aene tinder 
MAINTENANCE Gwynn costumes in Battersea 


Park Pleasure Gardens. 
to Nixerdning, interests opposed | | Oficers elecied at first meet- 
panne assured of influential ing of executive committee of 
Incorporated Society of re 
upport. Council of Retail | advertisers: Chairman 
Distributors state Government's “rt 
, i action “would throw manufac- Wrey;. vice-chairman,” EC. 
* 2 bar and Tr a Payus. ° Shot 
Here is a proved advertisement nto chaos.” Grocers’ Federation . 
medium which through recent development now covers these — Ee a. has Miss M. A. Forrester, manag- 
TWO distinct equally-important markets .. . compelling ; g y- ing director, Wellington Press 
: a ot Ban would put self-service | Poster Advertising Services 
attentive readership with exclusive mews, features and traders in better position to | Lid, died at Dorking, Tuesday. 
pictures. Rate Card and specimen copy on request .. . reduce prices because of econ- F ata 
"phone for yours NOW. omic nature their business, United Nations conventions 
H. J. Wicker, general manager, | on the Press, though designed 
London Co-operative Society, ———— in cause of greater 
EGE told Self-Service Development edom, are serious source of 
» Association. J. Chapman, man- | danger to Press freedom, Lord 
aging director, Arding and | Burnham, chairman, told Com- 
Hobbs, said he would be sur- | monwealth Press Union in 


T ll E RO Y A L pues if goods could be sold at | London. 
Wyn) Po Se, 


ower prices than at present. A Fe - — ae --—aRa 

West London grocer told Asso- P. D. V. Hackett, general man- 
ciation public would ex ager “Municipal Journal,” has 
great reductions—and would be | 4!so been appointed advertise- 
disappointed. ment manager, post es 
some time ago by W. A. 
Parker. D. J. Black Spglbtneed 


REVIEW FRUIT CAMPAIGN | ‘sistant to’ general manager 


, : £60,000 campaign for Outs: Advertising for £2,000 Gibbs 
The Journal of the Royal Air Force evenaes ond guapearalt soamcean | Bentitvice cumeetiiten tnauanet 
by Mather & Crowther Ltd. | with } ne’ “Daily Express,” full 

180 FLEET STREET, LONDON, E.C.4 | Media includes Sundays, provin- | colour pages “Woman's Own,” 
cials, “Radio Times,” full colour | “John Bull ™ “Ilustrated,” “Pic- 
Bp. gona poanments 8844 es hea Maced in women’s magazines, “Picture | ture Post” and 10 in. x 4 cols. 
“a ° ° Post,” “Illustrated,” “John Bull.” | “Daily Mirror.” Agents—Young 

Day-glo posters on London | & Rubicam Ltd. 


Published by the P ietors, BUSINESS PUBLICATIONS. Ltd., at their office at 180, Fieet Street, London, E.C.4. (Phone: Chancery 8844.) 
June 21, 1951. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment, 
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